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DON’T TRUST 
TO LUCK... 


When you have a 

Special Printing Job— 
GOTO A 

SPECIALTY PRINTER! 


Printing buyers are measured by 


what their printers do, so they DECORATIVE SEALS e TRADING 
STAMPS e FUND RAISING SEALS e 

have to pick the best for every POSTER STAMPS e READY TO STICK 

. LABELS AND TAPES 

job. When it’s a special printing 


job, wise buyers call EUREKA, 
the specialty printer. 


If it’s on gummed or safety paper, 


ae ; ' / “SHIPPING LABELS e CATALOGUES — 
if it requires perforating or die- STATIONERY ITEMS e BROCHURES 


cutting—in short, if it calls for ee 
more than usual skills—call aati Remi pe ea 
EUREKA, the specialty printer. 





a a oi “SEALED OUTSERT® FOLDERS FOR 
QUALITY work on gummed paper, THE OUTSIDE OF CONTAINERS 
safety paper or stock papers 


WHEN YOU THINK OF EUREKA SPECIALTY PRINTING COMPANY 


SPECIALTY PRINTING 


THINK FIRST OF 530 ELECTRIC STREET * SCRANTON, PA. 


veer SALES OFFICES IN NEW YORK @ CHICAGO e ST. LOUIS e DALLAS @ SAN JOSE © LOS ANGELES 
¢ Rg CANADIAN SALES OFFICE IN PARIS, ONT. 
~_ a 4) a 


@ T.M. Reg. in U. S. Pat. Off. 





“For presentation covers and catalogs that require looks and 


toughness, we use 


with confidence.” 


. Says JACK SLOvES, President, Sloves Mechanical Binding Company, Inc. 


“Whether it’s a cover for a gilt-edged board of directors re- 
port, or for a salesman’s portfolio that’s exposed to a lot of 
wear and tear, we know our customers will be completely 
satisfied if we make it of Koverite,” says Mr. Sloves. “Not 
only does Koverite have the rich, meaty feel and look of 
real leather, it also has the strength and durability to stay 
good looking indefinitely.” . 

If you need colorful cut flush covers that are tough to tear, 
even at the edge, make sure you tell vou supplier vou want 
them made of Koverite. You can have them die-cut, screen 
printed, or embossed—Koverite resists splitting and fraying, 


stavs neat and serviceable. 
e 
KOVERITE® =. 
and distributed by THE BARASH COMPANY, a div 


Manufactured 


UNITED STATES PLYWOOD CORPORATION 


Available in a variety of thicknesses and grain textures, 
Koverite comes in a wide range of permanent colors that are 
impregnated clear through so nicks and scratches are vir- 
tually invisible. And a Koverite cover costs up to 15% less 


than one made of any material that approaches Koverite’s 
flawless quality. 


rccccccc--- END FOR FREE KOVERITE 
The Barash Company 
Dept. AR1-60, 122 Fifth Avenue, New York 11, N. Y. 


WATCH SAMPLER 


Please send me a free Koverite swatch sampler. 


Name 


Address 
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the 
conventional contrast to the 
This pair is the right 
when the italic is used 
The Italic and 
Cursive share capitals, punctu 
only the 

diff ,. 
combination 
cost 
cursive are available 
s from 5 to 14 poiml 


[electra Cursive provide 


roman 
CHOIC( 


for emphasis 


and number 
ligature 


atton 
lowe rCdase 4 
making either 
available at 
Roman ¢ 
in all size 


rain 


Electra Bold Cursive shares 
capitals, numbers and punctu- 
ation with the italic; only the 
lowercase and ligatures differ. 
Because of an inherent charm 
of design, and because it was 
drawn to avoid the sharp con- 
trast of thick and thin strokes 
which characterize Modern 
faces Electra offers a unique 
type-texture for books and ad- 
vertising composition. 
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( Advertisement ) 


When Linotype asked W. A. 
Dwiggins to design a typ they 
had such confidence in his abil 
itics that no limitations whatso 
ever were imposed. Dwiggins 
intage of his freedom 
to design this handsome series 
of faces, the Electra family 
ilectra met with immediate 
ind continuing success. In its 
first vear six of the Fifty Books 
of the Year were set in Electra 
and ever 


took ad\ 


alwavs 
list; this 
consistently distinguished rec 
ord is the judgment of the 
highest level of American de 
signers 


since it has 
been included on the 


Electra is one of many 
l notype exclusives, one part 
of the program to 
provide the world’s most eco 
nomical and reliable compos 
ing vith the widest 
sclection of fine types. 


| notype 


machines 


As a companion to Electra, 
Linotype designed this bold- 
face. Electra Bold is not just 
a weighted version of Electra; 
it’s a new face intended for 
use both as the bold member 
of the pair and as a text face 
of deep color in its own right. 
It is available duplexed with 
Electra, its own Italic or Cur- 
sive in all sizes between 8 and 
14 point. 

This versatility suits the 
Electras for use in any field. 
‘Their popularity in book work 
is demonstrated in the annual 
Fifty Books exhibitions and 
in the title lists of the best 
American publishing houses. 
At the other end of the scale, 
Electra dresses Newsday, the 
Long Island daily newspaper 
that has won the Pulitzer 
Prize and the Ayer trophy. 


This is Electra Italic, drawn 
as a sloped roman to form the 
closest possible partnership 
with Electra. The popularity 
of this pair is largely due to 
the unobtrusive way they work 
together. Nearly identical in 
all but slope, roman and italic 
form an interchangeable pair. 
[his combination is available 
in 7 & 14 point and all sizes 
normally cut in between. 


Chis is Electra Bold Italic. 
The choice of twin italics for 
different purposes is unique 
with Electra Bold and Elec- 
tra. This sort of typographic 
refinement typifies the Lino- 
type program of typographic 
research and development. 
For further information write 
to the Mergenthaler Linotype 
Company, 29 Ryerson Street, 
Brooklyn 5, New York. 


ELECTRA 


LINOTYPE 





Just Calton Us 


Even a Good Idea Has to be Sold 


The natural human tendency is to blame others for not appreciating the 
value of our ideas. The unsuccessful salesman, for example, is often inclined 
to talk bitterly about the stupidity of the people who reject his solicita- 
tion, while his smarter competitor is studying how best to approach the 
prospect with specific suggestions that will help him to solve his problems. 


Because internal selling is needed for even the best of promotion 
and advertising ideas, particularly if they strike out in new and untried di- 
rections, every executive who plans to get ahead will profit immensely from 


learning how to express himself more effectively, both in small office confer- 
ences and larger group meetings. 


Every day one sees examples demonstrating that the man with the ability 
to put his thoughts across to others is far more valuable both to himself 
and his company than an equally able associate who lacks the ability to speak 


well on his feet, without notes and even without the assistance of a micro- 
phone. 


A lot can be done through practice to become a good speaker. Being at 
ease before an audience is largely a matter of experience. But even more 
important than what is called "presence" is having something to say and saying 
it well. An easy conversational manner is usually much more effective than 


oratorical flourishes. And remember, sincerity and enthusiasm provide the 
greatest assets for any speaker. 


For 1960 your best resolution may well be, "I'll learn how to organize 
my thoughts better, and then work to present them simply, sincerely and 
enthusiastically." If you stick to it, the coming year may see new recognition 
for your ideas, if only because you are able to project them more successfully. 


— Sa) 


G. D. Crain Jr. 
Publisher 
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low as 97C 


GET MOM ON YOUR SIDE 


Ideal for handy kitchen storage of 
fruits and vegetable imo ocup 
board or pants as a convenient 
catch-all for tools, ra and other 
household cleaning supplies. At 
tractive white, molded, pulp with 
blue trim Comes two in a set 
with wire divider rack (as illustra 
ted) SIZE (each bin) 16x 9x8 
inches deep. Shipped nested, 12 
ets toa carton 


Charcoal bucket 


MAKE POP 


YOUR FRIEND 
low as 55c 


Hand indeed, is this handsome 
low-cost charcoal bucket. Elimi 
nates the messiness in handling 
and storing charcoal for outdoor 
grills. Holds 10-lb. bag of char 
coal. Convenient carrying handle 
Durable molded pulp with pebbly 
texture Black finish won't show 
charcoal dust. Size: 10'%4 x 101% x 
12 inches deep. Shipped nested 
12 to a carton 

Jardier premiums are consumer 
tested. Their many promotional 
features fit most merchandising 
plans offer everything neces 
sary for making sales curves climb 
Write today 


a 
rdier co. 


1979 SOUTH ALLIS STREET 
MILWAUKEE 4, WISCONSIN 


Manufacturers of 
PROMOTION PROVEN Premiums 
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The Youngstown Kitchens Story 


1. Q for Quality in Promotion ... 
A detailed look at the sales promotion program, what it 
Rosert B. KonikKOW 


oreeee eee Oe 6 8.8.8 


contains and how it works 


52 Promotion Ideas for a Low Budget ........... 
What Youngstown suggests that its dealers can do to build 


business without strete hing the budge ce 


How to be the Star of the Home Show 
Simple suggestions for mcreasing the effectiveness of par- 


ticipation im a consumer exhibit 


A Film to Sell Overseas ‘ si 
How Revlon made a film that would sell cosmetics in many 


WarreN E. ADAMS 


languages to many different cultures 


Printing that Makes Its Mark ...... : 
A portfolio, nominated by printers, of the most shatie nging 
jobs of the past ten years, salutes Printing Week 


Want Inquiries? Use your External 
A Link-Belt executive explains how his company’s house 
organ is designed to produce sales leads. W. H. DEPPERMAN 


The ABC of Duplicate Platemaking eae aenenats 
Stereos, electrotypes, and the like, are often just names to 
admen, but this authoritative explanation will help you 
find just what you need. J. HomMeR WINKLER 


Sales Promotion, Big League Style ; : 
Bill Veeck, of the Chicago White Sox, reveals how he has 
used sales promotion to make baseball fans. 


Betty AULENBACH 


i How to Use Coupons ...... 


The list of national advertisers who use coupons is a long 


one, for coupons are a valuable promotion tool. 


E. G. BENTLEY 


Perspective on Packaging . po Ree ae oe ere 
What happens when six internationally-known designers 
are given a challenging problem and a free hand 


20 Ways to Get your Point-of-Purchase Used ........... 
Here are case histories of how advertisers have added 
special touch to make sure dealers used their p.o.p. material. 





JANUARY 1960 VOLUME 


OF CONTENTS 


How to Use Direct Mail to Promote a Convention 
The record attendance at the Montreal meeting of the Di- 
rect Mail Advertising Assn. is due largely to a fine direct 
mail campaign, and an integrated use of artwork. 


Dick HopcGson 


How to Plan a Folder 
A folder is much like an ad, says this copywriter, who 
offers a systematic way to organize your story. 


ERNEST S. GREEN 


How to Prepare Art for Silk Screen Printing 
A simple guide to the principles of screen process and how 
to get more from your printer. EpiItH PILPEL 


X Marks the Photo 
Toro took a photograph to demonstrate a sales point, and 
found they had an entire campaign. Rosert W. GIBson 


® AR Editorial Index, 1959 
An index by subject of all feature articles, book reviews, 
and film reviews that appeared in 1959, to help you get 
more out of your copies of AR. 


W Articles for your Adman’'s Handbook 


DEPARTMENTS REGULAR FEATURES 


Art & Photography 
Audio & Visual Aids 
Direct Advertising 


Buyers Guide & 
Advertisers’ Index 102 
Books for Admer 18 
Coming Convention 19 
Coms etitions to Enter 14 
The Editor's Notebool 6 
How | Solved It 15 
Just Between U 3 
Next Month in AR 14 
Promotion Almanac 16 
Readers Write 12 
AR Reprint 16 
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Shows & Exhibits 
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McClure 


PICTUREPHONE 


PORTABLE SOUND 


SLIDEFILM 
PROJECTOR 


33% « 45 * 78 RPM 


Up to 18 Minutes per Side 


AUTOMATIC FILM 
FEED AND REWIND 


SELF-CONTAINED 
SCREEN ...NO NEED 
TO DARKEN THE ROOM 
Can Also Be Used On 
Conventional Screen 


McCLURE PROJECTORS, INC. 
P.O. Box 236-A 
1122 Central Ave., Wilmette, Illinois 


Gentlemen: Please send complete 
information and prices 
Name 


Firm Name 


Address 
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NOW. -» SIMON INTRODUCES 


IVa Naa) the Editors 


VINYL COVERS 


WITH THE EXCITING NEW 


Electronic recunique 


@ In Brilliant Silk 
Screen Decorations 


@ Scores of Vivid 
Surface Textures 

@ Suitable For Catalogs 

@ Presentation Binders 


@ Parts & Instruction 
Manual Covers 


FREE LAYOUT..... 
DESIGNING SERVICE 


Ideas and samples 
submitted without 
cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 
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Progress,Report cee 


AR Chronicles Host 
Of Changes During 
First Seven Years 


We're about to retire the cut 
which has been used for the head- 
ing on this column. Starting next 
month, these monthly commentaries 
will be authored by AR managing 
editor Bob Konikow. 

“The Editor’s Notebook” first ap- 
peared in March 1954, when AR had 
just entered its second We 
described our that 


year. 
intentions at 
time: 

“From time to time, we hope to 
be able to comment on some of the 
interesting things we come across 
in our daily task of producing this 
magazine ... pass along a few notes 
about authors . tell about 
our production problems and their 
solution . . . make a few comments 
about the field we cover ... and 
tell you about some of our plans for 
future issues.” ; 

We’ve done just that for six years 
and now that we’re moving on to 
another field, we’d like to use this 
“final” column for a bit of a 
view. 


our 


re- 


Volume Eight . . It seems almost 
impossible that we should be chang- 
ing our masthead to read “Volume 
Eight” with this issue. Seven years 
of very eventful publishing are be- 
hind us. 

In that time, AR has printed well 
over five million words of editorial 
copy, including over 1,250 feature 
articles, . handled over 600,000 
readers service requests and pro- 
vided “information wanted” service 
to thousands of readers . . . looked 
at about 400,000 press releases and 
traveled over a  quarter-million 
miles in search of story material. 

We've witnessed many major 
changes in our field of coverage, 
not just a few of them stimulated 


COOUOEUOEREEEEOUEOUCUEOEREOREREECOOCOOCOODOORERRERRGEOERONOOHOONEEOE 


Display typefaces in this issue . . 


VLA 


by AR. Let’s take a look at what’s 
been happening... 


Art... During the past seven years, 
we've seen increased recognition for 
the role of the art director. Per- 
haps as a result of this, or maybe 
it would have happened anyhow, 
we've seen a definite improvement 
in the quality of art at all levels of 
advertising. 

For example, quality art is be- 
coming much more common in in- 
dustrial advertising, where once it 
was extremely rare. The change 
is even more impressive in direct 
mail—particularly mail order 
vertising. 


ad- 


While advertisers continue to be 
quick to copy a particularly effec- 
tive art technique (witness Marl- 
boro’s tattooed man, Salem’s heavy- 
on-the-green photos and Renault’s 
potpourri of type ads), there is ob- 
viously more freedom to depart 
from the traditional than there was 
just seven years ago. 

However, if we were to pick the 
most important developments of the 
past seven years, we'd have to single 
out the increased use of process 
color (particularly the progress in 
r.o.p. in newspapers) and the tre- 
mendous upgrading of quality and 
quantity in stock art. 


Audio-Visual Aids . . You don’t 
have to look very far to find the 
key trends of the past seven years 
in this field. In just that short span 
of time, audio-visuals have become 
an important part of nearly every 
major promotion program. A decade 
ago, only a limited number of com- 
panies had ventured into this area 
but today it is an exceptional com- 
pany which hasn’t at least experi- 
mented with motion pictures, film- 
strips, recordings, viewers, etc. 
It may seem impossible, but seven 
years ago the tape recorder was 
still primarily used by radio sta- 
tions, schools and hi-fi fans. Porta- 


COOUCEOUUOEEDEREAEUDOUOEREREEEOEOUOOEEOEREOODUOOERERSRCEDOUOOORRRRGNOOUOUOOSRORRERERNOS 


. 21—Karnak Medium; 25, 29—Karnak Intermedi- 


| ate; 33- —Coronet Bold; 38—Radiant Medium; 43—Brody; 49—Bauer Beton Italic 
& Beton Open; 53—Clipbook #59 & Bodoni Black Italic; 59—-Tempo Black Extended 


| 
| 


othic Heavy; 
92—Studio Bold. 


| & Stencil; 62—Hellenic Wide; 69—-Dom Oblique; 77—Karnak Black Italic; 83— 
G 86—Tempo Heavy; 90—Lydian & Tempo Heavy Condensed Italic; 





ble slide viewers were principally 
for use in homes. Wide-screen and 
multiple-projector techniques were 
pretty much still in Hollywood lab- 
oratories. And the so-called “printed 
records” in their present form had 
yet to be introduced. 

While the growth in use of audio- 
visuals for promotion has been tre- 
mendous, it is highly likely that the 
most spectacular growth is yet to 
come. Now that tv has conditioned 
so many Americans to expect selling 
which combines sight with sound, 
it seems only logical to envision the 
day when audio-visuals become an 
automatic part of every promotion 
package. 


Contests . . We've described a lot 
of effective contests in AR these 
past seven years. We’ve watched the 
prizes grow, the increased use of 
travel as a top award, the coming 
of the giant sweepstakes promotions 
and a number of other trends. But 
the thing which stands out in our 
minds is the development of sales 
incentive contests. 

During the past seven years, 
sales incentive programs have real- 
ly come of age. The specialists in 
the field have developed a kitful 
of know-how which has resulted in 
the up-grading of this area of pro- 
motion activity. 

Because of the frequency with 

which sales incentive programs 
keep popping up, just a contest in 
itself is no longer a novelty—par- 
ticularly in multi-line distributor 
organizations. This means that a 
lot of added effort has had to go 
into every successful incentive pro- 
gram, with the net result that the 
field has beén developing very 
rapidly. 
Direct Mail . . In a 1956 article, 
we reported on an informal study 
of the contents of our home mail- 
box for a period of four weeks. 
Eliminating magazines, newspapers, 
personal letters and a frightening 
collection of bills, we found 96 
pieces of direct mail advertising 
during that period—an average of 
four pieces a day. 

Our next step was to analyze the 
quality of those direct mail pieces. 
We discovered that only 36 of the 
96 items could reasonably be con- 
sidered of quality equal to adver- 
tising used by the same advertisers 

-or their direct competitors—in 
other media. 

A short time ago, we conducted 
a similar study. During October 
1959, our home mailbox became the 
receptacle for 99 pieces of direct 
mail advertising—again an average 
of approximately four pieces per 
mail-delivery day. Not much change 


in quantity, but our analysis turned 
up an amazing difference in qual- 
ity. Instead of only 36 of 96 items 
of comparable quality to advertis- 
ing in other media, as was the case 
three and a half years ago, this re- 
cent study revealed only nine of 
the 99 pieces received this October 
were below par. In other words, 90 
of the 99 pieces were of average or 
superior quality when compared 
with advertising in other media. 
This, by all odds, is the most im- 
portant development in the direct 
mail field during the period of AR’s 
existence. Direct mail is no longer 
the stepchild of the advertising pro- 
gram—something used primarily to 
fill in gaps left by other media and 
produced with whatever might 
happen to be left over in the budget 
after everything else had been al- 
located the necessary dollars. 
Today, direct mail is quite fre- 
quently the basic element in many 
advertising programs. As a result, 
the quality is tremendously im- 
proved. Another result is that ad- 
vertising agencies are much more 
active in the preparation of direct 
mail and promise to increase their 
percentage of activity in this area. 


Packaging . . This is a field where 
something new seems to be happen- 
ing every day. AR has witnessed 
many developments. Two of the 
most interesting have been the use 
of vacuum forming to produce ex- 
citing new packages and the exten- 
sion of the aerosol container to 
package and dispense everything 
from concentrated orange juice to 
shoe polish. 

In the past seven years, we’ve also 
seen a growth of prestige for the 
professional package designer. As 
packaging is assigned a more im- 
portant role in point-of-purchase 
advertising and as a key element in 
integrated design programs, the job 
of coming up with “selling” designs 
has been given special importance. 
Thus, advertising and sales promo- 
tion departments and agencies have 
played an increasingly important 
role in packaging programs. 


Paper .. There has been a host 
of developments in the paper field 
since 1953 and the colorful inserts 
in AR have pretty much told the 
story of what’s happening. 

For example, there has been a 
parade of “whiter white” stocks 
which have found great favor with 
admen. The use of cast-coated pa- 
per has become a somewhat stand- 
ard procedure whereas seven years 
ago such stocks were used primarily 
for extra special purposes. Many 
new colors have been introduced 
as advertisers showed increased in- 


STEGEMAN 
ss dial 


COST 


THERMOMETERS 


Perfect sales j 
promotion give away / 


Give your product 
plenty of fire... use 
these clever thermo 
units. Standard or 
special die-cut, set-up 
designs. Write for free 
sample and catalog 
sheet showing how 
they can be applied 
to mailers, displays, 
packaging, signs 

and products. 


STEGEMAN SPECIALTY MFG. CO. 


P.O. BOX 63. DEPT. P, NEWPORT, KY 


to place\this convenient 
_>| STEGEMAN POSTAL SCALE 


in your customer's hand? 


WRITE FOR LOW 
... LOW PRICES 


Acchrate 
Lightweight 
Pocket-size 
Durabie 


Entire back 
for imprint 


Attractive 
quantity 
prices 


ITT TL Baer ea 
MFG. CO. 


P.O. BOX 63, DEPT. P, NEWPORT, KY 


rr 
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terest in starting with something 
other than white sheets 
One tactor 


interest in the use of the more un- 


which has increased 


usual stocks for advertising ha 
been the rapid development in the 
preparation of inserts for publica- 
tion advertising. Seven years ago, 
an insert was a relative rarity 

something used primarily by pape! 
(The first issue of AR, 
for example, contained just one ad- 


vertising 


companies 
insert and we _ carried 
only 14 inserts during our entire 
first year. These days, a single issue 
ol AR 
about as many inserts as we ran in 
all of 1953.) 


frequently contains just 


Photoengraving . . Here's a field 
that has 


the past seven years 


really awakened during 
Formerly a 
slowly moving group, the photoen- 
gravers have come to realize that 
horizons 
and have come up with a hatful of 
important 


there are plenty of new 
developments—electronic 
separation and engraving, fast-etch 
processes, magnesium plates and 
now photopolymer and nylon plates. 

The developments aren't just 
limited to original plates for letter- 
offset plate- 


makers and the gravure people, for 


press. Electrotypers, 
example, have also been busy pro- 
ducing new techniques which offe1 
admen_ improved 


quality, faste: 


service and economy 


Photography . . Probably the most 
important development in this field 
is the introduction of faster films 
and their adoption by commercial 
photographers. However, this im- 
portant progress is closely matched 
by improvements in color photog- 
raphy, especially negative color ma- 
terials 

Another development worth not- 
ing is the increased use of photo- 


reporting services for the prepara- 
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Executive Editor Resigns... 


Hodgson Leaves AR to Head New Company 


@ Dick Hodgson, executive editor of Advertising Requirements and In- 
dustrial Marketing, has resigned effective January 1, 1960, to become 
president of a new publishing organization, American Marketing Serv- 


ices Inc., Boston 


Mr. Hodgson joined Advertising Publications Inc. in September 1952 
as the first managing editor of Advertising Requirements. He was pro- 
moted to his present position in July 1955. 


American Marketing Services, 


with offices at 610 Newbury St., 


Boston, is a newly formed organization which will publish reference 
material for the advertising and sales promotion fields: Other services 
will include a number of syndicated sales promotion aids. The new 
company is an outgrowth of the syndicated services division of Amer- 
ican Mail Advertising Inc., also of Boston. 


tion of case history advertising and 
publicity. A number of new serv- 
ices have entered this field and the 
older ones have marked substantial 
growth 


Point-of-Purchase . . Like direct 
mail, point-of-purchase advertising 
has witnessed a movement from the 
“afterthought” category into a pri- 
mary role during the past seven 
years. Also like direct mail, p.o.p. 
has found much increased interest 
on the part of advertising agencies. 

Growth in p.o.p. advertising has 
been a natural result of the pro- 
nounced swing to self-service mer- 
chandising. Today, a display fre- 
quently has to substitute for per- 
sonal selling activity in a wide va- 
riety of fields. This has led to much 
improved planning of display ma- 
terial, but it has also resulted in 
greatly 


increased competition for 


available display space. 


Premiums... It’s easy to pick out 
the most notable development in 
this field. A visit to any premium 
show will quickly tell the story 
the “brand name” invasion. 

When AR first hit the mails, the 
premium field was dominated by 
companies who specialized in pre- 
miums. Today, however, hundreds 
of brand name manufacturers have 
recognized the potential and moved 
actively into this area. 

A big part of this development is 
a direct result of the widespread 
use of trading stamps. AR got in 
on the beginning of this boom with 
a report on what at the time seemed 
to be a local phenomenon (“Trading 
Stamps Build Repeat Business for 
Denver Merchants,’ Sept. 53 AR). 
But look what’s happened since that 
time! 


Printing . . We feel privileged to 


have had a front row seat to watch 
the printing industry blossom. In 
just the past decade, there has been 
more progress in the graphic arts 
than during the entire first half of 
the twentieth century. 

It would be impossible to single 
out even a handful of “most im- 
portant” developments. One of our 
“favorites:” the development of 
low-cost methods for full-color re- 
production. 

We are still proud of the fact 
that AR was the first publication 
to report on the developments at 
Eastman Kodak _ which 
the doors for so-called 


opened 
“pleasing 
color” (“New Color Printing System 
Revealed at Conference,” Nov. 753 
AR). 

Probably the most significant de- 
velopment on an over-all basis is 
the “blending” of the various proc- 
esses. Today, there is far less dif- 
ference between letterpress, offset, 
gravure, etc. than existed just a 
few years ago—and the “blending” 
continues. For example, the intro- 
duction of wrap-around _letter- 
presses at the recent graphic arts 
exposition in New York indicates 
a lot more offset-type activity for 
letterpress shops. And vice versa, 
developments in web-fed, heat-set 
offset are bringing lithographers in 
contact with more letterpress-type 
activity. 

It is also important to note that 
graphic arts progress has not been 
limited to the “big three” processes 

letterpress, offset and gravure. 
Other methods such as screen proc- 
ess and collotype, for example, have 
made notable progress. 


Radio & TV Production . . One 
word—tape—highlights this field. 
While tape recordings were already 
well established as a radio produc- 
tion tool when AR came onto the 
scene, their use in the past seven 





A legend comes to life on latex coated paper 


Jim Thorpe needed no fictional embroidery to add luster to his legendary accomplishments. His historic 
sweep of both decathlon and pentathlon in the 1912 Olympics stamped him as an athletic marvel. After 


twenty years in football, he was recognized as the greatest player of the century. He was good enough at 


baseball to win a contract from the New York Giants. Whatever the game, you could 


depend on Thorpe to deliver. Latex coated papers, too, deliver standout perform- 
ances every time. For reasons why, turn the page. 
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LATEX 
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COATED 


Performance counts...in sports and in printing 


When quality is the watchword, more and more jobs are being put on latex coated 
papers. The outstanding features of latex coatings are demonstrated in the Jim Thorpe 
painting and the photography on the front of this insert. Note the high degree 


of fidelity, the sharp detail and the range of brilliant and subtle tones. 


Blended with other coating materials, Dow Latex provides excellent dimensional 


stability and fracture-free folding. It also provides closely controlled ink receptivity and 


good resistance to water. 


Latex coatings are now available on a wide selection of quality papers in both dull 

and gloss grades, for both letterpress and offset. Why not test its performance yourself? 
Check with your paper supplier or write to us for specific information. THE DOW 
CHEMICAL COMPANY, Midland, Michigan, Coatings Sales Department 2327. 


This four color 150 line screen reproduction 
is printe d on 100 lb. Offset Enamel 


Olympic Medal and Blazer courtesy Ralph C. Craig 


THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 





years has grown at a rapid pace. 
But in tv, tape is just now really 
coming into its own. 

Actually, AR’s developmental 
period has paralleled television to a 
large extent. Rapid expansion of 
television really began about the 
time the first AR went to press. 

Therefore, we've been privileged 
to present basic production infor- 
mation to a lot of admen experienc- 
ing their first active contact with tv. 

In radio, we’ve been intrigued 
by the resurgence of jingles along 
with the change in basic broadcast- 
ing patterns to today’s 
music-news-sports format. 


common 


Sales Promotion . . When AR 
published its first issue, sales pro- 
motion was one of the “also rans” 
in the marketing mix. Few compa- 
nies had gone to the bother even 
to decide just what should be called 
sales promotion and fewer 
felt it necessary to assign some 
specific individual or individuals to 
assure an adequate sales promotion 
job. Still were willing to 
establish a separate budget just for 
their sales 


even 


fewer 
promotion activities. 
Now, just seven short years later, 
we find a well established trend to- 
ward carefully 


planned, clearly 
identified, 


properly budgeted and 
adequately supervised sales promo- 
tions—both for consumer and _ in- 
dustrial companies. 

As we pointed out in “Sales Pro- 
motion Comes of Age” (June ’59 
AR), the total volume of sales pro- 
motion expenditures has reached a 
level of at least $6 billion annually 
in the U. S. and is still climbing. 

Since AR is the basic magazine 
for the sales promotion field, we 
have watched these developments 
with very special interest and feel 
that we have played an important 
role in helping stimulate the prog- 
ress which has been so obvious. 


Shows & Exhibits . . This is still 
another area which has witnessed 
an amazing degree of progress dur- 
ing the past decade. During AR’s 
piece of the decade, we've seen a 
number of important developments 
such as the swing to extensive use 
of “pre-fab” displays—combining 
packing cases and exhibits into a 
single unit; use of modular display 
units which can be used _inter- 
changeably so that an _ individual 
exhibitor can change his exhibit as 
often as desirable without a major 
investment in a “new” display, and 
use of stock exhibits, now available 
from a multitude of suppliers. 


Signs . . In our second issue, we 
detailed the trend toward plastic 
signs, which was just then starting 


its big push. Today, of course plas- 
tic signs dominate the dealer iden- 
tification field. 

We've also seen major progress 
in all types of identification mate- 
rials. We've followed with interest 
the tremendous improvement in de- 
cals and the widespread use of 
pressure sensitive materials. 


Specialty Advertising . . As we 
pointed out in a 1958 “Editor’s Note- 
book” column, “There are some 
who would say that the ballpoint 
pen is the biggest development in 
the specialty advertising field. Cer- 
tainly no single specialty has ever 
become the leading (and 
item in so short a period.” 
This is still the case today. How- 
ever, as we pointed out at that time, 
we have been most intrigued by the 
diligent effort of the specialty ad- 
vertising industry to achieve rec- 
ognition as a major ad medium. 


lasting) 


In the last five years in particu- 
lar, we’ve witnessed much more 
intelligent use of specialties. To- 
day, they are far more frequently 
integrated into an over-all promo- 
tion program, rather than repre- 
senting only an “extra,” selected by 
whim and distributed by impulse. 


Typography . . Like other parts 
of the graphic arts field, typography 
has experienced notable progress in 
the past seven years. Among the 
developments which AR has wit- 
nessed, none has been more inter- 
esting than phototypography. 
While setting of body copy by 
photography is still primarily in 
the developmental stage, we've 
watched as display setting has be- 
come more and more dependent 
upon photographic techniques. Dur- 
ing this same period, paste-up type 
has grown from a novelty into a 
standard working tool of admen. 
Among typefaces themselves, 
we've experienced the rise in popu- 
larity of wide types (predicted by 
the late Edward M. Diamant in his 
Aug. °53 AR article, “The New 
Trend: Wide Types’). We've also 
seen increased use of “informal” 
faces and the import of many popu- 
lar faces from European foundries. 


30 .. It has been a most interesting 
seven years, filled with a sense of 
achievement. Now, as AR begins 
Volume Eight, the indications are 
that the “Sensational Sixties” will 
bring even more interesting devel- 
opments. 

We have appreciated that close 
interest shown by our readers in 
helping AR develop into the type of 
publication it has become. Our sin- 
cere thanks to all of you. 44 


FREE 


IDEAS FOR 
BUILDING SALES! 


601 W. 26 St., 
New York 1. 


VUE-MORE: 
Rush a copy of your new Catalog. 


Name 


Company 


Address 


AR: 1-60 


& 


A terrific new 
catalog describ- 
ing the complete 
line of VUE- 
MORE display 
turntables and 
BREVEL anima- 


tion motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


Quiet PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


VUE-MORE CORPORATION 


Pe ea 
601 WEST 26th STREET © NEW YORK 1. N.Y 
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BRODIE’S “FAMILIAR QUOTATIONS” 


Pleasure ¢s tatouwr too, 


and tires as much. 
WILLIAM COWPER 1731-1800 


Wo 
esa! 


It will be a pleasure to go into 
labour for you — tired or no 
tired 


ADVERTISING SERVICE 


+ WA 72-9560 


VENUE 
52) SOUTH WABASH A Since 1919 


fost and Resourceful Service 


Here’s the ideal point-of-sale 
display that, more than any other, 
makes customers stop... look . 
and buy. Used by America’s biggest 
and smartest merchandisers to take 
advantage of the most vital (and 
lowest cost) advertising medium of 
all . the store’s wall! And, Where 
There Is A Wall There's A Way! 


® FREE Booklet of Impressive-Sel! Ideas 
© FREE Sketches Submitted 


* Amazing Low Prices 


SRD Tak 


116 East 32nd Street * New York 16, N. Y. 
Telephone: OR 9-4790 
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READERS 


No Tongue in Cheek 


@ We appreciate the publicity on a 
contest which aroused considerable 
favorable comment (See _ Editor’s 
Notebook, AR, September), but I 
think you have overlooked one or 
two pertinent facts and in the final 
paragraph you have jumped to a 
conclusion which is hardly justified 
and quite misleading. 

I think the contest idea might 
have been better understood if you 
had pointed out that the entry 
blanks were distributed at our an- 
nual luncheon during the winter 
markets in Chicago. This luncheon 
is held in January, and our annual 
Statistical and Marketing issue is 
published on January 1. The pub- 
lication of our figures is always 
eagerly awaited by the industry, 
and we capitalized on this by offer- 
ing our guests an opportunity to 
see how close they could come to 
predicting the figures which will be 
published in January, 1960. 

Having published over 30 of these 
statistical issues, the editors of Elec- 
trical Merchandising will agree with 
you that statistical forecasts are in- 
deed difficult to come by, but the 
reputation we have built in the in- 
dustry in that 30-year period has 
made it unnecessary for us to rely 
on any gimmick such as a contest. 

The fact that we asked our lunch- 
eon guests to forecast 1959 business, 
and that we will not publish our 
1959 totals until January, 1960, 
should be proof enough that we 
were not attempting to use their 
figures and their estimates in prep- 
aration for next 
That is a 
proposition, and we are even now 
hard at work on it—but that prelim- 
inary work most certainly does not 
include what you describe as a 
“tongue-in-cheek” contest. 

Tep WEBER Jr. 

Managing Editor, Electrical Mer- 

chandising, New York 


statistical 
time-consuming 


year’s 
issue. 


(Thanks for the background fill-in, 
which wasn’t available to us when 
we wrote our item. We have long 
been familiar, and have had great 
respect for Electrical Merchandis- 
ing’s statistical issue. But we still 
feel that the technique “adds up to 
a very effective way to obtain spe- 


cific forecasts from industry lead- 
ers,” which the rest of us find mighty 
difficult to accomplish. We really 


meant to be complimentary 
Ed.) 


Trademark on Tape 


e Alexander Cantwell’s interesting 
and informative article, “How an 
Agency Uses Video Tape” (AR, 
October), certainly pointed up the 
ways advertising agencies and their 
clients can save money while ob- 
taining better results in their tv 
commercials through tape. 

Perhaps you were not aware that 
all of the program and commercial 
production outlined by Mr. Cant- 
well was turned out on Videotape* 
Television Recorders manufactured 
by Ampex Corp. In fact, “Video- 
tape” is a tradeword owned by this 
company. We hope you will always 
recognize it as such. 

As manufacturer of the equip- 
ment, we appreciate your publica- 
tion’s interest in the new techniques 
it has introduced into the tv indus- 
try. 

ELLIs WALKER 

Product News Director, Ampex 

Corp., Redwood City, Cal. 


Missing Credit 


e Just a note for the record. The 
wire displays which are so much 
a part of the Tootsietoy display and 
packaging effort (see Nov. AR, p. 
123) were engineered and produced 
by the Kerr Wire Products Co., 
Chicago. 
Otherwise, a fine story of an out- 
standing program. 
Joun A. RAMSEY 
Harry Sturges & Associates, Chi- 
cago 


(Always glad to give credit where 
credit is due. Sorry for the omission 
in the original article. . . Ed.) 


Down Their Alley 


e Last evening we went through 
our stack of ADVERTISING REQUIRE- 
MENTs and found an editorial in the 
December 1958 issue which is “right 
down our alley.” It is “An Agency 
Lays it on the Line” and it quotes 
the Cunningham & Walsh agency, 





with emphasis on the importance of 
point-of-sale materials. 

May we have your permission to 
reproduce this editorial line with 
your credit line? We want to use it 
as an educational effort for agencies 
and advertisers in the four-state 
area we serve. 

E. W. WavE 

Stan Ramsey Co. Inc., Oklahoma 

City 


(Permission granted. And the moral 
is that you should never throw away 
a back issue of AR. You never know 
when you'll find a quote or an idea 


os « ee) 


Down with S.B.L. 


@ As you know, I am not in the 
habit—or business, for that matter 
—of writing fan mail. Neither am 
I associated with Victor Keppler. 

But it would be sort of unfair 
not to thank you for his story, “Per- 
sonality in a Photo” (AR, November 
1959). 

The sincerity and_ believability 
which his method represents and 
promotes are worth many an ad- 
man’s careful attention and follow- 
ing. It might even cause a few res- 
ignations from the Slick Boloney 
League. 

Econ BERKA 

Photography Consultant, Chicago 


Keppler’s Graflex 


@ I enjoyed going over your No- 
vember issue, and as usual found 
you had done an exceptionally fine 
job in editorial content. There was 
an article of specific interest in this 
particular issue in that it concerned 
Vic Keppler, whom we all know and 
appreciate as an outstandingly com- 
petent photographer. 

It was with a certain amount of 
chagrin and disappointment that we 
read the description of his camera as 
an “over-grown Leica.” This was 
because your description of the 
Army 70mm combat camera exactly 
fits a Graflex product which we call 
the Graphic 70mm, and which, to 
our knowledge is the only 70mm 
combat camera supplied to the 
Army. 

For further information on the 
Graphic 70mm I have enclosed a 
piece of literature. 

JAMES E. Rossins 

Photo-Journalism Director, Graf- 

lex Inc., Rochester, N. Y. 


(Readers who would like to know 
more about Vic Keppler’s camera 
might possibly persuade Mr. Rob- 
bins to forward them his interesting 
descriptive circular ... Ed.) 





will 
travel 


We are in position to serve you 
in our new and much larger plant. 
Our increased facilities and new 
equipment enable us to better 
serve you anywhere. If you need 
better rotogravure cylinders for 
packaging . . . or, national advertising 
positives and preprints, specify 
ACME... we really have 


“roto . . . will travel.” 


If it's Quality ... if it's Delivery ... it's acme 


gravure services, inc. 


4001 Industrial Avenue Rolling Meadows, Ill. Phone: Clearbrook 5-0200 


Equipment, Experience, Energy 


Here Type Can i SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago | 
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100% FRESH 


One of the most effective cartoon characters to 
be used in recent advertising is this creation of 
noted cartoonist Wm. Steig. This article tells 
how Freshie came to be, how the artist works 
with the agency, and how the cartoon is used 


Meet 
FRESHIE 
Delco's 
Super 


Salesman 


to integrate the promotion. 


Phonograph Records 
in Sales Promotion 


Legal Problems 
in Advertising 


bee cceeeccccccescscesesses 


LPNA Offset Awards 

Sponsored by Lithographers & Printers 
Vatl. Assn., 597 Fifth Av., New York 17. 
Open to advertisers, agencies, designers 
and artists for outstanding offset lithog- 
raphy produced between Jan. 1, and Dec. 
31, 1959, in the U. S. and Canada. The 
competition has been expanded to 51 
categories. Entry fee for LPNA mem- 
bers is $5: $10 for all other entrants, 
including lithographers, 
advertisers, agencies, designers, etc. Ma- 
terial submitted by brokers is ineligible. 

Closes Jan. 18, 1960 


non-member 


Golden Spike Awards 

Sponsored by Assn. of Railroad Adver- 
tising Managers, {wards Committee, 
Southern Pacific Railroad, 65 Market 
St., San Francisco 5. Open to any busi- 
ness, industry or  organization—other 
than railroads—whose advertising or 
promotion of their own products or 
services contributes to a better under- 
standing and appreciation of the rail- 
roads. Entries can include newspaper 
or magazine ads, direct mail, outdoor 
posters, radio programs or announce- 
ments, tv programs or spots, motion pic- 
tures, p.o.p. displays and promotion 
novelty items. Proofs of ads or other 
material appearing or used during 
1959, should be submitted to Albert L. 
Kohn, Chairman, A.R.A.M. 

Closes Jan. 15, 1960 


Ad Music Contest 

Sponsored by The American Music Con- 
ference, 332 South Michigan, Chicago. 
Open to any musical advertising used 
in campaigns for non-musical products 
and services. No music advertisements 
used for musical instruments or serv- 
ices are eligible. Awards are based on 
the most effective use of music as a 
theme in advertising. 


Closes Jan. 21, 1960 


Film Festival Awards 

Sponsored by the Educational Film Li- 
brary Assn... New York. Open to 16mm 
films released in the U. S. and abroad 
in 1959 that are for use in arts, educa- 
tion, industry, and science. 33 compe- 
tition categories are open; entry blanks 
can be secured from the Film Festival 
Competitions, 250 W. S7th St.. New 
York 19 


Closes Jan. 20, 1960 


NESA Awards 

Sponsored by National Electric Sign 
{ssn. 10912 S. Western . Chicago 
43. Open to any person, except em- 
ployes of the Corning Glass Works and 
the Natl. Electric Sign Assn., for the 
best electric sign design identifying the 
shopping center shown on the entry 
folder. Entry blanks are available from 


Sponsor 


Closes Jan, 31, 1960 





OU/ 


SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200. words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Special Layout Builds 
Stuffer Readability 


One of our advertisers, a men’s 
clothing store, wanted to include a 
stuffer in his bills plugging 
sports show on football. 

It was our job to supply stuffers 
that would get read carefully. We 
made the piece resemble a football 
game ticket almost perfectly except 
that the copy gave the name of the 
program, the sports personality on 
the show that week, the dates, times 
and — of course - 
fication. 

The cost of printing 3,000 tickets, 
three-up, in two colors, on our small 
offset machine was very little. Per- 
sonal reactions of people we've 
given these tickets make us believe 
this mailing will not only be well 
read, but long remembered. 

WortH WHITE 

Promotion Manager, WPTF Radio 

Co., Raleigh, N. C. 


his 


sponsor identi- 


Shares Typing Secrets 
For Offset Printing 


An easy, effective way to prepare 
material for offset and assure good 
results with a standard typewriter is 
the following method I’ve developed 
through experimenting. 

Take a piece of 20# coated stock, 
place a fresh sheet of carbon paper 
on top of it and a tissue on top of 
that (the kind usually used for car- 
bon copies — but not onionskin). 
Outline the typing areas on the tis- 
sue beforehand and 
rectly on the tissue. 

The impression from the carbon 
paper to the coated stock is sharp 
and reproduces very well. It is 
equivalent to using a carbon ribbon 
on an electric typewriter, but the 
“secret ingredient” is the coated 
stock. It eliminates the fuzziness and 
uneven shading so often caused by 
the rough texture and grain of other 
office papers 

Typing errors practically slide off 


then type di- 


with a slight touch of a soft eraser, 

and a spray of fixative will protect 

the page from possible smudging in 
handling. 

IRENE POSNA 

Irene’s Typing and Consultant 


Service, New York 


Notes to the Secretary 
Catch Ideas on the Wing 


Every busy executive thinks of a 
dozen ... well ... at least several 
things each day that should be taken 
care of by someone at the office. 
Unfortunately, he usually thinks of 
these things when he is at lunch, in 
the car, or at home. The result is 
about half of the ideas never get 
back to the office because they are 
either forgotten or the 
time has passed. 

There is a 


opportune 


solution, I’ve found. 
Carry a dozen or so cards or en- 
velopes stamped and addressed to 
your secretary. Jot down the thought 
with brief instructions and mail it. 
This works both ways, of course, 
for if it’s something you should do 
you can always mail a note to your- 
self. 
Witiiam G. Cox 
Assistant Director of Public Re!a- 
tions, Norair Div. Northrop Corp., 
Hawthorne, Cal. 


Floating Ad Positioned 
with Glass Plates 


To determine the position of a 
letterhead or an ad 
a larger space on a sheet, it is 
advisable to have a set of glass 
plates cut to popular sizes like 6x9’, 
7x10’, or 84x11”. 

They can be freely moved over 
the typographer’s or engraver’s 
proof to determine the best posi- 
tion. The proof can then be cut to 
size with a razor blade along the 
edges of the glass. 

Kuaus F. SCHMIDT 

Type Director, Lewin, Williams, 

& Saylor, New York 


“floating” in 
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“Custom -make” Sales 
with Custom 
® Made 


PACKAGING 
ENVELOPES 


= 


iS FIRE 


YVELOPES - TENS/IOn, 


Ss3d\ 


It’s a tag. It’s an advertising folder. 
It’s an envelope carrying buttons, 
screws or parts. That's the Tension 
Tagvertiser. 


Big advantage is that it’s ex- 
clusively yours—a typical exam- 
ple of Tension’s custom-made 
creative design packaging en- 
velopes. Every one is different. 


It gives the prospect an 
added nudge at the point of 
sale with the merchandise in 
front of him. It carries assem- 
bly parts, spare buttons, spec- 
ial components that would 
otherwise have to be packed 
separately. 


Ideal for lines ranging from 
fashions to appliances or toys. 
Gives final touch of quality to 
any product. 


See how Tagvertiser and other 
Tension packaging envelopes can help 
you custom-make sales. Write for 
FREE samples. 


<< 


* SADOISZANS NOISNGI1L: S3dO013AN3 NOISNSL 


Tension Envelope 
815 East 19th St. 
Kansas City 8, Missouri 


Corp. 


S + TENSION ENVELOPES + TENSION ENVELOPES: TENS 


Please send me FREE “Envelope Idea 
Kit for Packaging Industry,’’ which in- 
cludes samples of Tension Tagvertisers. 


Name 
Title 
APN PR cchnccciutisinnniinnnsincases 


Address 


S3dO13AN3 NOISN3GL 


City Zone....State 


ENSION ENVELOPE 
4 


, o 
S34GO1S5AN3 NOISN cf 
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This is a selected list of reprints currently in stock. A complete list ran in Decem- 
ber. Unless another price is given, each sells for 25c. In lots of 10 of any one 
reprint, the price is 20¢ each lots of 50 or more, 15¢ each; lots of 100 or more, 
12'/2¢ each. Order by number from Reprint Editor, Advertising Requirements, 


200 E. illinois St., Cheiago 11, Ill. Please enclose payment if your order totals 
less than $2. 


New This Month 


284 A Simple System for watts Control — by Richard V. Morrison 


of forms keeps everybody informed on the process of ad preparation 


Direct Advertising 


304 A Basic Guide to Direct Mail 
F g, procedures and checklists for more effective mailing 
261 How to Get an Effective Christmas Card —s by Bette Macon 
ome practical suggestions to Improve your greetings 
254 Peek-a-Boo Envelopes Can Sell 
How alert advertisers are using envelopes with extra window 
248 Can You Afford to Run Your Own Lettershop? — by Francis S$. Andrews 
True economy is not always achieved by doing your mailings yourself 
240 Making an Effective Direct Mail Package — by William Baring-Gould 
An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Buining Direct Mail? — by Dick Sa 
provocative approach to the growing demand for professionalism in this medium 
172 202 Tips for Direct Mail | Reereeens (50c) 


A l€é age booklet reprinting AR’s tw al articles on direct mail advertising 


Publicity & Promotion 


283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 
281 The AR Promotion Almanac for 1960 ($1) 
A list of special days, weeks and months for the entire year 
279 Report of the 1959 Sales Promotion Executives Assn. Conference (50c) 
ales Promotion Comes of Age — by Dick Hodgson 
s a Sales Promotion Executive by Vernon C 
Promotion in the Field 
. Peame 
S Vin Johnsen Story (50c) 
; examine the sales promotion tivity of th 
Th elves Story — by Edward L. Van Riper 
A public service program st turne 
T:o Sales Promotion Enceutive of the Veer 
A m Duncan r f the AR-SI 
tows to Get your Film iene on TV — ty ‘an Atkins 
A news editor or 
> Ba-nyerd at the Waldorf — by Russel K. Crenchaw 
The story of Pfizer’s pr how, wi 
Disceyland Finds Solution ite Tourist Promotion Problem 
yuse organ which prorr 
Soccial Report from 1958 Pes Promotion Con 
AR’s cove nee } Je acked reports 
Portrait of Today les Promoti« Ma € by Dick Hodg 
The Department “nthusiasr by Prof. Albert W. Frey 
Parade of Advertising Tie-ins — By Edward Tabibian 
Neglect the Bounce-Back Premiun by Jim Street 
How to Plan and Run Successful Co ntests by Robert F. Degen 
How to Increase P.O.P. Effectiveness by Horace R. Barry 
Sell our Men on Value of Sales Training — Harold Gardiner 
low Basketball Built a Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball! built brand 
19° [Merchandising Publicity —- by Morris B. Rotman 
Case history of publicity program which drew extra dividends through effective merchandising 
185 llew te Handle Relations With Radio, Television & Newsreels — by William G. Cox 
A guide to an effective publicity program for audio and visual media 
189 Getting the Most from Publicity Photos — by Leo Solomon 


Some practical hints on producing photographs that will win space 


recognition 


Signs 


244 Designing for Posters — by Garrett P. Orr 


Practical hints from a leading art director in this field 
216 How to Use Highway Signs 


A quide to the basic principles of outdoor advertising 


Television & Radio 


308 A Basic Guide to Television Commercials 


The Best of AR Series covers the problems of the tv commercial 
255 Art Production for Television — by Dolph Franklin 


Tips on saving money when getting artwork ready for tv 
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APRIL, 1960 


April 1-May 31 
Clean-Up, Paint-Up, Fix-Up Commu- 
nity Development Program . . . spon- 
sored by Natl. Clean-Up, Paint-Up, 
Fix-Up Bureau, 1500 Rhode Island Av., 
NW, Washington 5 


April 1-30 
National Rug Cleaning Month . . . spon- 
sored by Natl. Institute of Rug Clean 
ing, 7355 Wisconsin Av., Bethesda 14, 
Md. 
Nature’s Nightcap Month . . . sponsored 
by American Dairy Assn., 20 N. Wacker 
Dr., Chicago 6 
America’s Heartland Development 
Month . . . sponsored by Earle M. 
Burnett Co., 318 Sharp Bldg., Box 1223, 
Lincoln 1, Neb. 
Cereal and Milk Spring Festival . 
sponsored by Cereal Institute Inc., 135 
S. LaSalle St., Chicago 3 
Pearadise-in-April . sponsored by 
Pacific Coast Canned Pear Service, 622 
W. Yakima Av., Yakima, Wash. 
National Hobby Month . . . sponsored 
by Hobby Guild of America, 550 Fifth 
Av., New York 19 


April 1-7 
National Arts & Crafts Week . . . spon- 
sored by Hobby Guild of America, 550 
Fifth Av., New York 19 


April 1-9 
National Laugh Week sponsored 
by Natl. Assn. Gagwriters, Comedy 
World Publishing Co., Box 835, Grand 
Central Station, New York 17 


April 3-9 

Vational Library Week . . . sponsored 
by American Library Assn. & Natl. 
Book Committee, 50 E. Huron, Chicago 
Realtor Week . sponsored by Natl. 
Assn. Real Estate Boards, 1300 Con- 
necticut Av., NW, Washington 6 

National Noise Abatement Week ; 
sponsored by Natl. Noise Abatement 
Council Inc., 51 E. 42nd St., New York 


April 4-7 
National Packaging Week . . . spon- 
sored by American Management Assn., 
1515 Broadway, New York 


April 4-10 
National Boys’ Club Week . . . spon- 
sored by Boys’ Clubs of America, 381 
Fourth Av., New York 16 


April 8-15 
National Model Building Week . . . spon- 
sored by Hobby Guild of America, 550 
Fifth Av., New York 19 


April 9-16 


Let’s All Play Ball sponsored by 





The Sporting Goods Dealer, 2018 Wash- 
ington Av., St. Louis 3 


April 11-17 
National Sunday School Week . . . spon- 
sored by Laymen’s Natl. Committee Inc., 
165 W. 46th St., New York 36 


April 16-23 
National Do-It-Yourself Week . . . spon- 
sored by Hobby Guild of America, 550 


Fifth Av., New York 19 


April 17 
Laster Sunday 


April 17-23 
Honey For Breakfast Week . . . spon- 
sored by American Honey Institute, 
Commercial State Bank Bldg., Madi- 
son 3, Wis. 


April 18-23 
Bike Safety Week . . 
Optimist Intl., 
St. Louis 


. sponsored by 
721 Railway Exchange, 


April 20-25 
National College Queen Contest 
sponsored by Natl. College Queen Con- 
test Inc., c/o Suite 1019, 527 Madison 
Av., New York 22 


April 24 
National Mother-in-law Day . . . spon- 
sored by Museum of American Comedy, 


161 Westchester Av., Crestwood, -. we 


April 24-30 
National Coin Week . . . sponsored by 
American Numismatic Assn., Box 577, 


Wichita 1, Kan. 


United States-Canada Goodwill Week 
. . . sponsored by Kiwanis Intl., 520 N. 
Michigan Av., Chicago 1] 

American Comedy Week . . . sponsored 
by Museum of American Comedy, 161 


Westchester Av., Crestwood, N. Y. 
National YWCA Week . sponsored 


by Young Women’s Christian Assn., 
U. S. A., 600 Lexington Av., New York 
99 

Good Human Relations Week . . . spon- 
sored by Dale Carnegie Alumni Assn., 
5420 N. College Av., Indianapolis 20 
* Secretaries Week . sponsored by 
The National Secretaries Assn. (Intl.), 
Suite 410, 1103 Grand Av., Kansas City 
6, Mo. 

National Retail Bakers Week . . . spon- 
sored by Associated Retail Bakers of 
America, 735 W. Sheridan Road, Chi- 
cago 13 

National Retail Credit Week . . . spon- 
sored by Natl. Retail Credit Assn., 375 
Jackson Av., St. Louis 30 


National Invest-In-America Week . 
sponsored by Natl. Invest-in-America 
Committee Inc., 121 S. Broad St., Phil- 
adelphia 7 

National Photography Week . . . spon- 
sored by Hobby Guild of America, 550 


Fifth Av., New York 19 


April 28-May 7 
irha Hardware Week . . . sponsored by 
Natl. Retail Hardware Assn., 964 N. 


Pennsylvania St., Indianapolis 4 


April 30-May 7 
National Baby Week—Food . . . spon- 


sored by Gerber Baby Foods, c/o D’Arcy | 


Advertising Co., 430 Park Av., New 
York 22 


Baca. & Rb hei 


the quality 
unsurpassed! 


NEW 
BAUER 
CLASSIC 


Now available in Roman and Italic from 8 to 48 point. 


For specimen sheets write on your letterhead to: 


BAUER ALPHABETS, INC. 


235 East 45th Street 
New York 17, N.Y. 
OXford 7-1797-8-9 


B 7 


Ss RE AS AR 5 STOR eI RTE 


DAY OR NIGHT 


YOU ARE 
SELLING 


24 HOURS WITH 


Litho or screen process... 
Any shape, size or type... 
Plain or reflectorized.. . 
Volume production 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVENUE © SPRINGFIELD, OHIO 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 
QUANTITY cost 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St, * Chicago 10, Illinois 
Dept. J-l Telephone: MI chigan 2-5651 


Remember, you want the finest in 
fluorescence —ask for it by name 


TESTED” 


Vewwa-cio 


COLOR CARD . . . for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR co. ” 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers + cardboards « silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 
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for ADMEN 


© How Industry Buys, by Dr. D. 
H. Thain; published by Business 
Newspapers Assn. of Canada, 100 
University Av., Toronto, 275 pages, 
$7.50 . . . This study, conducted by 
Dr. Thain and two colleagues from 
the University of Western Ontario, 
looks in detail at the purchasing 
procedures of 36 companies, ex- 
plains these companies’ structure in 
detail, and summarizes the findings. 

While this study is limited to 
Canadian industry, many of the re- 
sults are easily applied to organiza- 
tions on this side of the border. 

Anybody advertising or market- 
ing to industry will find useful in- 
formation and guidance in this re- 
port. 


@ Who’s Who in Public Relations, 
edited by Robert L. Barbour; PR 
Publishing Co., Meriden, N. H., 315 
pages, $25 . This listing of ap- 
proximately 3,000 public relations 
people, from 36 countries of the 
world, is a notable first step. The 
public relations profession is so un- 
defined, that it is difficult to draw 
from it even the semblance of order. 
The editor is to be congratulated for 
his initial effort. 

The selection of names was ap- 
proved by a Board of Editors 
(whose names are not given), but 
who are, according to the preface, 
“well-known, experienced profes- 
sionals personally acquainted 
with, or know by reputation, most 
of the leading public relations pro- 
fessionals in the world.” 

Biographical data included was 
supplied by the subjects, in the 
standard technique adopted by most 
such directories. In addition to the 
main listing, there is a cross-index 
according to location of each name 
listed, and a list of the more prom- 
inent public relations associations. 

The publisher promises a Spring- 
1960 supplement, to be sent with- 
out additional charge to all pur- 
chasers of this volume, which will 
include additional biographies of 
p.r. practitioners omitted from this 
edition, plus 
and a suppliers’ section. 

May this editor make one more 
appeal for a directory which will 
help him—and other editors—find 
out which p.r. consultant has which 
account, something as helpful as 
the “Standard Advertising Regis- 
ter” is in its field. 


changes, corrections 


e Jail Keys Made Here, and other 
signs, photographs by Lee Boltin; 
Meridian Books, New York, $1.50. 
. . . This collection of photographs, 
whose only words are those on the 
signs caught Mr. Boltin’s perceptive 
camera and a brief introduction by 
Patrick Dennis, is a sardonic com- 
mentary on the ways in 
words enter into our lives. 
The book is a_ collection of 
photographs, mostly from San 
Francisco and New York, with 
many a chuckle as you leaf through. 
Some are poignant, like the honor 
roll of war veterans whose flaking 
paint has left many of the names 


which 


illegible. Others are somewhat puz- 
zling, like the roadside sign that 


proclaims “Ice Cold Haircuts,’ or 
the bronze plaque on a door which 
reads, “A.G.A.C. formerly S.P.A.” 
Leafing through this book should 
make the adman a little more wary 


of what his sign would look like 
if it were seen out of its normal 
context. But important, it’s 
fun. 


more 


© Say It Safely, by Paul P. Ash- 
ley; University of Washington 
Press, Seattle, 117 pages, $2.50 ... 
Everybody who has anything to do 
with the dissemination of facts must 
be constantly aware of the thin line 
between reporting ill tidings and 
what is legally looked upon as libel. 

This book, designed specifically 
for people working in the news- 
paper field and in_ broadcasting, 
summarizes the legal limits that 
have been set up by court decisions. 
The author, an attorney specializ- 
ing in this field, does not have the 
far too common feeling of attorneys 
that it is better to be safe than to 
be a good reporter. “The purpose,” 
he says, “is not to frighten pub- 
lishers and broadcasters into say- 
ing less. It is to help them to be 
more secure in saying what should 
be said.” 

While the emphasis is on news- 
papers and broadcasters, the rec- 
ommendations are easily applicable 
to magazines, and most of them 
may be applied to advertising. 





in 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


1960 
JANUARY 


6-8 . . . Special Packaging Conference, 
American Management Assn., Roosevelt, 
New York. 

20-22 .. . Research & Development Con- 
ference, American Management  Assn.., 


Roosevelt, New York. 


FEBRUARY 


1-3 . . . Motion Picture Workshop, The 
Calvin Co., Kansas City, Mo. 


1-5... Gifts & Fancy Foods Fair, Swan, 
Harrogate, England 


2-4... Society of Plastics Industry Rein- 
forced Plastics Div., Edgewater Beach, 
Chicago 


4-5 .. . Flexographic Technical Assn., 
Palmer House, Chicago 
5... Mid-Winter Conference, Advertising 


Federation of America, Statler-Hilton, 
Washington 


7-14... Chicago Gift Show, LaSalle & 
Palmer House 


21-25 ... American Paper & Pulp Assn., 
Waldorf-Astoria, New York 


21-26 .. . Gift Show, Trade Show Bldg., 
New York 


22-25 .. . Display Market Week . . . Natl. 
Display Equipment Assn., London 


24-26 .. . Marketing Conference, Ameri- 
can Management Assn., Roosevelt, New 


y ork 


MARCH 


2-4 .. . Gravure Technical Assn. Com- 


modore, New York 


2-8 .. . Advertising Specialty Natl. Assn.., 
Palmer House, Chicago 


3-7 . . . Advertising Specialty Guild, Con- 
rad Hilton, Chicago 


6-9 . . . National Electric Sign Assn., 
Ambassador, Los Angeles 


6-10 .. . National Business Publications. 
Boca Raton, Fla. 


20-24 . . . Canadian Assn. of Radio & 
Television Broadcasters, Chateau Fron- 
tenac, Quebec 


20-25 ... American Society of Photo- 
grammetry, Shoreham, Washington 


21-25 ... Master Photo Dealers & Fin- 
ishers Assn., Kiel Auditorium, St. Louis, 


Mo. 


22-23 . . . Folding Paper Box Assn. of 
America, Ambassador, Los Angeles 


27-30 . . . National Paper Trade Assn. 
Inc., The Waldorf-Astoria, New York 


28-30 ... Advertising Essentials and 
National Sales Aids Show, Advertising 
Trades Institute, Biltmore, New York 


APRIL 


4-7... Natl. Premium Exposition, Pre- 
mium Advertising Assn. of America, Navy 
Pier, Chicago 


HERE’ | hes 
ADVERTI PLUS! 


at Low bast: 
METAL SIGNS 


e ROADSIDE 


@ POINT - OF - PURCHASE anak NAME 
by GRACE EALERS ADDRESS 


Size, 3’x5’, silk screened in 3 colors 
on 20 ga. steel. Mounted back to 
back on metal posts. Imprint panel, 
size 18” x 48” 


SILK SCREENED IN 
GRACE LONGER-LASTING 
PAINT ENAMELS ON 
STEEL OR ALUMINUM 


GRACE Signs are more than just signs. 

They feature modern creative design- 

ing with high advertising sales impact 

aes se --all at low cost! And they're quality 

Silk screened in 8 colors on 26 gouge built to tell -and- sell year after year! 

steel. Mounted on wood back-frame. Plain or reflectorized, as you prefer. 
Bottle and copy ‘Scotchlited’ They're real stoppers! 


SEND NOW... FOR COMPLETE INFORMATION! 


SIGN & MFG. CO. 
° 3601 $. SECOND ST. 
CO Nt Oe ee GRACE $T. LOUIS 18, MO. 


Another OI 


SALES STIMULATOR 


puriorne ret 


Calculators 
for faster answers ... and sales 


Graphic Calculators give quick answers to 

problems that slow down sales. Even complex 

calculations become simple and fast. For example, the 

calculator illustrated shows refrigeration required for 

air conditioning each of 21 building types under a CALCULATOR 


ne a COMPANY 
wide range of climatic conditions, 633 Plymouth Court 


Chicago 5, lilinois 
FREE SAM PLES: A note on your company letterhead © 
will bring you sample Graphic Calculators and full information 525 E. Bist Street 
on how to harness their sales power. New York 28, N.Y. 
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Sorg’s EQUATOR INDEX does it All 


...and does it to perfection! 


PRINTING - DIE-CUTTING » SCORING + FOLDING 


The self-mailer shown at right is typical 
of the outstanding work being done 
on Sorg’s Equator Index by printers 
across the country. This job, produced 
by the Gates Rubber Company, re- 
quired a stock that would provide not 
only top-quality four-color printing 
results, but also the rugged strength 
necessary for clean, sharp scoring, 
perforating, folding, and die-cutting. 
Sorg's Equator Index Bristol passed 
the test on each of these requirements 


with flying colors! 


Here’s Why EQUATOR INDEX rates so high! 


Possessing a super-smooth, surface-sized finish that produces beautiful 
printing results at more profitable press speeds, and a tough, one-piece 
construction that takes easily to all bindery operations—it’s little 
wonder why Sorg’s Equator Index Bristol has become such an over- 
whelming favorite with thousands of paper buyers. 


But Equator Index rates high for other reasons, too! Its range of 
six colors and new, brighter, truer white are used to give variety of 
color to series mailings and color identification to business forms and 
records. Moreover, you can use Equator Index colors, printed in solid 
and tints, to produce striking multi-color effects with just a single 

Ask your Sorg distributor for Equator eS ee. 


Index Bristol Sample Portfolios and , . . . ° : 
n't forget— E : of sizes < eights available in Sorg’s 
Seetity Diaks teenies Ge fil man And don’t forget—the variety of sizes and weights available in Sorg’s 


of colors, sizes, and weights. He'll be Index lets you select the sheet that will give you maximum finished 
happy to supply you pieces-—with minimum waste. Call your Sorg distributor for sample 
sheets, and test Equator Index to your own satisfaction! 


Y - Middletown, Ohio 


«¢ Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK «+ CHICAGO + BOSTON - ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX + LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 


MIDDLETOWN POST CARD + 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX «+ PARCHTEX 
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Advertising Requirements 


for quality 
in promotion 


The first of this triple 
feature outlines 

the organization of 
Youngstown Kitchens, 
and describes its current 


sales promotion program. 


By Robert B. Konikow 
AR Managing Editor 


The kitchen cabinet industry is a 
very peculiar one. Here is a product 
which is in virtually every home, in 
one form or another, in every part 
of the country. Yet national manu 
facturers do not dominate the field. 
In the metal cabinet part of the in- 
dustry, perhaps half of the total vol- 


ume, goes to small, local suppliers, 
and far more than that is local when 
you move into the wooden cabinet 
area. 

The national manufacturer is 
handicapped in this field. His prod- 
uct may not be heavy, but it is 
bulky. If he combines production in 
a single plant, he will find himself 
shipping a lot of air around the 
country, and this is more expensive 
than shipping raw materials to be 
converted on the spot. 

If he is to achieve the advantages 


of large-scale production, of our 


mass methods, he must keep the 
number of separate items to the 
minimum. Yet each installation is 
basically a custom job, designed to 
fit an already-existing kitchen. 

In addition, most of the customers 
in this field are one-time buyers. 


This is a large and important pur- 
chase for them, in one of the most 
actively-used sections of their home, 
and they are concerned with mak- 
ing the most wise investment of 
their money. They want the re- 
assurance that they will not make 
an expensive mistake. 


> This creates a somewhat difficult 
marketing problem, and to see how 


it might be solved, AR went to 
Youngstown Kitchens, Warren, 


the 


January 1960 





Ohio, one of the leading national 
manufacturers in the field. 

Youngstown is basically a metal 
cabinet maker, although to meet the 
demands of the market, it furnishes 
its cabinets with doors in various 
woods. Like other national manu- 
facturers, it handles related kitchen 
items, such as dishwashers, disposal 
units, sinks, and accessories, some 
of which it manufactures, some of 
which it has made for it under con- 
tract. 

To achieve national distribution, 
Youngstown works with 30 regional 
managers, who supervise 85 distrib- 
utors. These, in turn, supply some 
5,000 dealers, who do the actual 
selling to the public 

Youngstown is a firm believer in 
independent distribution, and most 
of its sales work is done through 
these channels. Almost without ex- 
ception, the company avoids direct 
contact with dealers 


> Its program, like those of many 
companies, is divided into advertis- 
ing and sales promotion, but both 
directed by Frank Kautzmann, ad- 
vertising and sales promotion man- 
ager. Three agencies are involved in 
the Youngstown program. Grey Ad- 
vertising Co., New York, handles 
national advertising. Builder pro- 
motion is assigned to Jay H. Maish, 
Marion, Ohio; dealer promotion to 
Sherman & Sollisch, Warren, Ohio. 

This division of responsibility is 
broad. particular 
piece of collateral material for 
which one agency is particularly 
well-adapted may be assigned to 
that agency, for use in the program 
being handled by another, or for 
use by all three, but in general the 
lines of 


Occasionally a 


responsibility are pretty 


clear 


> On the national advertising pro- 
gram, which is largely in the shelter 
magazines, Grey reports directly to 
Mr. Kautzmann. The two sales pro- 
motion agencies, however, report to 
Chet Hunt, who carries the title of 
Manager of Publicity and Field 
Sales Promotion, who, in turn, re- 
ports to Mr. Kautzmann. Under Mr. 
Hunt is the Distribution Unit, which 
takes care of the physical aspects 
of the sales promotional program, 
billing, ordering, shipping of all the 
available materials. 

Four other sections Inquiry 
Bureau, Public Relations, Budget, 
Cooperative Advertising make 
up the remainder of the Advertising 
and Sales Promotion department. 
Altogether there are 14 people in 
this total operation. 

The total annual budget devoted 
to Youngstown’s advertising and 
sales promotion is currently run- 
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Youngstown Kitchens Foon waste digpeSer =| 


Imprinted Specialties . 


; 


Six advertising specialty items were chosen for the special kit 


-playing cards, a rain bonnet, and a cigaret lighter, in addition to the ones pictured 
The current Youngstown list of specialties totals 12 items in all 


ning at somewhat over $1% mil- 
lions. About $400,000 of this goes for 
space advertising, divided two- 
thirds for consumer magazines, one- 
third for business magazines. About 
$600,000 is for sales promotion. 
Youngstown allots $500,000 as its 
share of the cooperative advertising 
fund, which is matched by an equal 
amount spent by distributors. Deal- 
ers, in turn, spend an _ estimated 
$500,000 more, although this figure 
is not as accurate as the others. 


> Youngstown’s major sales are 
made through dealers, and these 
vary from those that sell little more 
than sinks, through the appliance 
dealers who will handle cabinets, to 
full-scale kitchen dealers, who are 
equipped to help a prospect plan a 
kitchen, to advise him on the units 
he needs, to give him assistance in 
financing, if necessary, and to take 
care of the actual installation. 

In looking over the market, 
Youngstown decided that this last 
group held the greatest promise of 
sales expansion, and deserved 
greater attention. Distributors were 
asked to select those dealers who 
had the volume, the initiative and 
the imagination to carry through a 
promotion and to get full value 
from the advertising and sales pro- 
motion investment. They came up 
with about 1,000 dealers who met 
the requirements, and whom both 
distributor and the appropriate re- 
gional manager agreed upon. 

A special program was developed 
for these qualified dealers called the 
“Q” program, and it was wrapped 
up in an oversize portfolio, 12 x 
1544”, which carried, in six pockets, 
all the elements that went to make 


up the package. Each of the six 
pockets was labeled: 


® Dealer Newspaper Advertising 


Mats 
® Dealer Ad Building Kit 


® Outdoor and Special Local Pro- 
motions 


@ Radio, Television, Movie Trailers 
® Direct Mail 
@ Special Dealer Sales Aids 


Each pocket was filled with mate- 
rials prepared directly with the lo- 
cal dealer in mind. These were 
well-designed, attractively printed, 
using color and artwork. Two of the 
booklets, taken from the pocket on 
local promotions, have been adapted 
for features in this issue. “52 Ideas 
to Promote” is the basis for the ar- 
ticle on page 25, while “How to be 
the Star of the Home Show” has 
furnished the basis for the feature 
starting on page 29. In the same 
pocket as these two booklets was a 
black and white miniature, 22x- 
1014”, of the full-color poster which 
was offered to dealers. 


> An inspection of the other pockets 
is perhaps the best way to get the 
full scope of the sales promotion 
program. Let’s go through them one 
at a time. The third pocket, Outdoor 
and Special Local Promotions, was 
described in the paragraph preced- 
ing. 


® Dealer Newspaper Advertising 
Mats This pocket contains a 
portfolio, in red and black, holding 
an assortment of proofs of mats for 
newspaper ads, running from 84 lines 





to full-page, 1638 line ads. These 
are, of course, suitable for carrying 
the dealer identification, and each 
has its appropriate key number 
which the dealer can use to order 
from his distributor. 


® Dealer Ad Building Kit .. . When 
the cover of the over-all kit is 
turned over, this pocket faces the 
one holding the mats. The chief 
piece in it is a book “Be Your Own 
Ad Manager,” a simple explanation 
of advertising as the dealer looks at 
it. It makes practical suggestions on 
analyzing the values of newspapers, 
radio, car cards, outdoor, direct mail 
and television. A second booklet in 
the folder, “How to Use Small 
Space Ads,” is an extension in an 
area of especial value to the local 
dealer. These are backed up by spe- 
cial copy blocks and a couple of 
sheets showing mats and drop-ins 
that the dealer can order, in addi- 
tion to an envelope of small-space 
ad mats. 


® Radio, Television, Movie Trailers 
... This pocket, revealed when the 
next page is turned over, along with 
the one on outdoor and special local 
promotions, has two folders. Both 
are attractively designed, in distinc- 
tive colors. One contains seven 
mimeographed sheets, each with a 
single one-minute spot announce- 
ment, complete except for the fill- 
ins. 

Television and movie trailers are 
covered in the other folder. Eight 
black-and-white sheets _ illustrate 
the four 20-second and the four 60- 
second spots available, produced by 
Carter & Galantin, Chicago. Five 
movies suitable for screen advertis- 


Two-faced Sign 
This illuminated 
sign uses its tubular 
base as a mailing 
tube, has a different 
picture on each side. 


ing are described in a four-page 
folder. These color films, made for 
Youngstown by Alexander Film 
Co., Colorado Springs, Colo., are not 
considered complete until a section, 
constituting about one-third of the 
total footage, taken in the individual 
store, is added. 

Because of this, and of the general 
nature of screen advertising, details 
are spelled out only by a represent- 
ative of one of the five companies 
which handle theater advertising. A 
coupon in the folder gets the dealer 
in touch with the appropriate one. 


® Direct Mail . . . Youngstown has 
prepared a campaign which it has 
called “triple action.” It is described 


Counter Rack 

This five-pocketed 
rack can hold the 
dealer’s supply 

of full-color folders, 
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cher” 


n Kit 


in a plastic-bound 10x13” booklet 
which contains, in addition to gen- 
eral instructions and order blanks, 
samples of the three mailings in the 
campaign. 

To gain greater participation, 
things are made as simple as pos- 
sible for the dealer. He simply de- 
scribes the area he wants covered, 
either by marking the boundaries 
on a map or by defining them, de- 
cides how many names he wishes 
within this area, adds any special 
lists he would like to mail to, sets a 
date for the mailings to begin, and 
fills in an order blank. Wherever 
possible, homeowners are selected. 
In certain areas, single-family oc- 
cupant names are used. 

The first two mailings have a per- 
sonalized letter, a full-color folder, 
a reply card. The third mailing is a 
full-color self-mailer. The dealer’s 
name is imprinted as part of the 
letterhead, while the Youngstown 
Kitchens identification is present 
only as a line printed along the bot- 
tom of the sheet. His signature is in 
blue on the letter, and the folder is 
imprinted. The postage-free reply 
card, to produce leads, comes di- 
rectly to the dealer, and is not 
routed through Youngstown or the 
distributor. Reuben H. Donnelley 
Corp. handles the entire mailing 
program. 


@ Special Dealer Sales Aids ... The 
final pocket holds a portfolio which 
contains descriptions of a wide va- 
riety of special aids that can be used 
by the dealer. On the left are some 
samples of envelope stuffers and a 
special specification sheet on a new 
dishwasher-stove combination. 

The right hand pocket lists, with 
illustrations, a selection from the 
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Planning Kit 


complete list of sales aids which 
Youngstown has authorized. This is, 
of course, an assortment that goes 
from specialties to full-size display 
units 

In the dealer identification group 
are an indoor plastic sign (Neon 
Products Inc., Lima, Ohio), truck 
and window decals (Prentice Prod- 
ucts, Ft. Wayne, Ind.) and a silk 
banner (Hollywood Banners, N. Y.). 
Other display pieces, more selling 
than identification, are a sink back- 
ground display and a dishwasher 
sales kit (Carter & Galantin, Chi- 
cago), a literature rack (Staley 
Products Co., Chicago) and an in- 
teresting double-faced illuminated 
display (Display Pak, via American 
Mounting and Finishing Inc., Cleve- 
land). 

A’ whole assortment of specialties 
are included in the kit, like pens 
and cigaret lighters, obtained 
through a specialty distributor 
(Arch Marks, Youngstown, Ohio), 
playing cards (Shaw-Barton, Co- 
shocton, Ohio), a rubber spatula, 
obtained from the manufacturer 
(Schacht Rubber Mfg. Co., Hunt- 
ington, Ind.), and a couple of other 
items 

Two three-dimension displays are 
offered. There is a full-size kitchen 
unit, with changeable doors to dis- 
play the four kinds of woods avail- 
able (Product Presentation, Cincin- 
nati) and a miniature planning kit 
(Jo-Han Models, Detroit). 

Additional items available are 
catalog covers, feature cards, tem- 
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This miniature kit can be used, both in the store and in the customer's 


home, to show clearly how Youngstown units can fit the available space 


plates, and so on. Some of these 
have been obtained through the Jay 
H. Maish Co., Youngstown’s builder 
promotion agency, even though the 
folder as a whole was one of the re- 
sponsibilities of Sherman & Sollisch, 
handling dealer promotion. 


> This, then, was the sales promo- 
tion unit, a complete package which 
offered the local dealer both in- 
spiration and ideas, plus the mate- 
rials he needed to carry through on 
the development of a program 

But for proper utilization, the re- 
ception had to be right. While the 
campaign itself was blocked out 
early in the Fall, it wasn’t until the 
first of the year that Youngstown 
was in a position to begin to reveal 
the program. 

During January, a series of three 
distributor meetings were held in 
Warren. These replaced the series of 
meetings held all over the country 
in previous years. These meetings 
had been used as a two-way com- 
munication device. Youngstown told 
the distributors of its plans; the 
distributor panels acted as a sound- 
ing board for new plans and devel 
opments. 
Holding these meetings in the 
company’s headquarter city had a 
number of advantages. It was easier 
to capture the complete attention of 
those attending. Top management 
found it easier to participate, and 
therefore there was greater top- 
level cooperation. Finally, factory 
visits could be scheduled, and this 


proved to be very helpful in build- 
ing both background knowledge and 
kindling enthusiasm. 

The sales promotion kit, as it fi- 
nally was distributed, was not yet 
ready for display, but a dummy was 
available, and it was shown to the 
panel and the program discussed. 


> The kits themselves were sent di- 
rectly to the dealers, rather than 
through the distributor. This was 
in order to increase the impact and 
the importance of the program. Dis- 
tributors, of course, were kept well- 
informed of the complete activity 
as it affected their dealers. 

But the kit was not permitted to 
arrive cold. It was actually the final 
piece in a four-stage series. The 
first mailing was a letter from 
Youngstown’s sales manager to the 
selected dealers, welcoming to thei 
new status as a “Q” (for Qualified) 
dealer. This was followed by a letter 
from the advertising manager, de- 
scribing the sales promotion kit. A 
third mailing piece was a giant fire- 
cracker, designed to arouse interest 
and curiosity. This was obtained 
from Watt Advertising, Media, Pa. 

The fourth mailing, then, was the 
kit itself, packed in a heavy cor- 
rugated carton. It was timed to ar- 
rive about two weeks after the first, 
welcoming letter. 


> The kit was prepared under the 
general direction of Mr. Kautzmann, 
working with Sherman & Sollisch. 
The stock used for the folder was 
Buckra Duplex Cover, with Layden- 
Hammell, Salem, Ohio, handling 
production, Dyment Co., Cleveland, 
the finishing. Most of the inside ma- 
terial was produced by Cox Litho- 
graphing Co., Warren, using en- 
graving by Youngstown Arc & 
Engraving. The mats used in the 
program were supplied by Central 
Electrotype, Cleveland. 

About 1,500 kits were produced in 
the initial run. However, this 
proved to be too small a number, 
because many dealers wanted (and 
paid for) additional copies, and the 
surplus was soon used up. This re- 
quired a second run of 500. Esti- 
mated cost turned out to be $15 per 
unit. 


>» As this is written, the program is 
rounding out its first year. The de 
gree of acceptance by the dealers 
has varied, of course. A few very 
few have used almost none of the 
material, but many have built their 
entire program around it, and have 
been stimulated to do a better job of 
promotion by it. While sales figures 
are not available, proof of the pud- 
ding is that there is is another kit in 
the works for 1960. 44 





Ideas are the greatest 


need of the local dealer, 


and Youngstown has come 


to the rescue of its 


dealers with these low cost 


promotion plans. 


Promotion ideas 
for a low budget 


Imagination is a priceless ingredient of promotion. But far too few retail 
dealers have imagination. This is a situation that many manufacturers ac- 


cept with a sense of resignation. 
Youngstown, however, 


did something about it. Realizing that part of 


the reluctance was due to lack of ideas, and the other part the feeling that 
any promotion costs more money than is available, the company included a 
booklet in its kit entitled “52 ideas to promote Youngstown Kitchens.” 


But the subtitle 


“Promotion-a-week for a Weak Budget” 


was really 


the convincing point. Not all of these can be used by every dealer, of course. 
Even Youngstown, in its introduction, only claims that there are “at least 


10 good ideas for your store.” 


Here, courtesy of Youngstown, are the 52 ideas, somewhat edited to 
give them a broader application, but basically as they are in the Youngstown 
booklet. Perhaps one of them might suit your program, or more likely, start 
you thinking until you have a list of 52 more ideas especially fitted for your 


products and your dealers. 


1. No, lady, it’s not a mailbox. . 
Provide a customer suggestion box 
with cards available so that cus- 
tomers can comment on service, 
merchandising, promotion and sales 
methods of your store. It’s a good 
customer relationship promotion 
and a helpful way to make store 
improvements. 


2. For the lady's auxiliary . . 
Help sponsor church affairs—Loan 
cooking facilities to church groups 
for bazaars, dinners, flower shows, 
teas, etc. This promotes goodwill, 
publicity and extra store traffic. 


3. Doin’ the old soft shoe . . In- 
stitute an annual high school tal 
ent show. Promote and advertise 
Audition applicants 
You'll get good publicity and word- 
of-mouth advertising. Awards can 
range from merchandise, credit, and 


the event 


special prices to savings bonds, cash 
and movie tickets. 


4. Beat vigorously until black 
and blue . . A night-a-week class 
for men, women, girls, boys. Cook- 
ing demonstrations are simple and 
instructive. 


5. A call to all women. . Get to- 
gether with local women’s clubs to 
help them put on a modeling show 
or cooking contest to be held in 
your store. (Anything that gets the 
ladies in as a group). Offer to put 
50¢ (25¢) in the treasury of each 
club for every one of its members 
who attends. Serve refreshments. 
Good long-range sales plug—builds 
fresh prospect list 


6. The scarlet letter . . Conduct 
an “Alphabet Sale”—Salesman gives 
a tag with a letter on it to each 


customer who enters front door. 
Corresponding letter on merchan- 
dise tag denotes a certain price re- 
duction on that particular item. 


7. Was it “melancholy baby?” 
- » For a full-day, one day a week 
(maybe every other week) have a 
“Name the Tune” contest in your 
store. Every hour play a tune; the 
customer who first identifies the 
name, wins a gift or credit certifi- 
cate. 


8. Key to more sales .. “Magic 
Key” contest—Mail out a key to all 
customers. Lock a chain around a 
certain number of different pieces 
of merchandise. The key that opens 
the lock wins that prize. 


9. What's the baby saying? .. 
Award a 50% discount on a pur- 
chase to the person submitting the 
winning caption. Have store dis- 
plays, use newspaper ads, and a di- 
rect mail piece to promote the con- 
test. Have the judging in conjunc- 
tion with a sale. 


10. The price is write . . Cus- 


tomer writes the price he will pay 
for a certain item on a small tag 


the 


story 
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At the end of the day each piece 
of merchandise goes to the person 
submitting the highest bid. You 
may, if you wish, impose certain 
limitations 


11. Watch that little ol’ birdie 
- « Have an amateur photograph 
contest, the entries to be shots of 
kitchens—the oldest kitchen, the 
most unusual, etc. Hang all the en- 
tries on the store walls and have 
the public vote on them. Winning 
photographers get gift merchandise 
or cash awards 


12. Two on the aisle, please . . 
You can get free radio and news- 
paper advertising, 
dreds ol 
make people more 
aware of your operation, and earn 
some extra profits simply by mak- 
ing your store the headquarters for 
tickets to sporting events, theater, 
musi¢ als, 


hun- 
customers, 


bring in 
prospective 
thousands of 


other local and = area 


events. Surprising how easy it is 
to start just by contacting the pro- 
moter of the event. Once you're 
“established,” they'll be looking for 


you 


13. Window eye-stopper . . Dem- 


onstration in window of 


woman cooking, doing dishes, etc. in 
a Youngstown Kitchen. Few people 
can resist a live demonstration. 


display 


14, Thanks— it's been grand! .. 
Often a simple thing like saying 
“thank you” when it’s not expected 
can result in additional business. 
Send a thank you note (usually at 
the end or beginning of the year, 
but other times 
that is, 


are just as good) 
a sincere, straight-forward 
expression of your appreciation for 


that customer’s business. Surpris- 
ing how many people suddenly dis- 
cover they have a need for some 
additional purchase 


often a good- 
sized one! 


15. Everybody reads the classi- 
fieds .. It’s amazing how much 
mileage you can get from a small 
ad run consistently in the classified 
section of your newspaper. Try it. 
But keep the language specific; keep 
in mind that the desire to buy usu- 
ally exists; your job is to convince 
the reader that she should buy from 
you rather than a competitor. 


‘16. Oh, boy! Hominy grits 
again! . . Plan a monthly “fea- 
ture day” to demonstrate the cook- 
ing of 3 or 4 new recipes—announce 
the name of the dishes and what 
time they’re to be prepared and 
cooked. Have a_ local woman 
celebrity or home economist do the 
demonstrating. If necessary, provide 
the recipes with unusual, intriguing 
names to attract interest. 
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17. Dial “"M” for money . . Co- 
ordinate a local newspaper ad with 
a local direct mail piece. The ad 
tells the reader to call your phone 
number if he has missed your mail 
piece. Offer a special message of 
interest. An employe or recorded 
voice gives the details of the mail 
piece and a magic word that will 
entitle the person to a special price 
on merchandise. 


18. And welcome to our fair 
city! . . Set up a welcome program 
for newcomers in your area. An- 
swer questions about the commu- 
nity and offer interior decorating 
and remodeling hints. Tell about 
local shopping conveniences, in- 
cluding the many services of your 
store. You might also offer to open 
a charge account for the newcomers 
and give coupons for free merchan- 
dise. 


19. Meet our store consultant. . 
This person explains the products, 
makes suggestions on uses, colors, 
etc.—no selling. You'll find that cus- 
tomers will use this service more 
and more as time goes on. This 
good relationship means more sales. 


20. Ping pong, anyone? .. A 
new home improvement idea, a 
basement kitchen display that ties- 
in with recreation room remodel- 
ing—Entertain complete with cold 
drink and cooking facilities right 
in the basement. Create separate 
display area or ideas on basement 
remodeling with emphasis. on 
Youngstown Kitchen units as a 
modern, contemporary idea. This is 
another good traffic builder. 


21. Going ... going... gone!.. 
To move trade-ins or other used 
items and stir up interest, hold 
periodic auctions with radio spots 
or radio programs. Highest bid 
phoned into your store gets the 
item being displayed. Trade-in pol- 
icy, of course, is your own de- 
cision. 


22. Attention, all finger-paint- 
ers! . . Children’s coloring contest 

Run an ad with a finger (say a 
dog for instance) and give the two 
or three winning children a puppy 
as a prize. Contest is limited to 
children under 8 or 10. Goodwill of 
parents (some of whom are pros- 
pects) plus additional publicity 
make it well worth the small cost. 


23. Do I hear one more bid? .. 
“Auction Day”—Held on _ several 
(10-12) items that have been an- 
nounced in advance by inexpensive 
classified advertising. Bidding be- 
gins at slightly below cost. Good 
publicity and builds store traffic. 


24. The pen is mightier, dad! . . 
Sponsor a civic-minded essay con- 
test for high school students. Win- 
ners get cash or savings bonds 
awards—their parents get credit 
awards on your merchandise. 


25. Say the magic word and 
win a cobra! . . Select, but do not 
disclose, a word from one of your 
recent (that week or _ previous 
week) advertisements and an- 
nounce periodically that a customer 
who mentions the word in conver- 
sation with a salesman gets a credit 
on their charge account or some 
other prize. 


26. Teen-age how to do it . . In- 
stitute Saturday classes for high 
school students, instructing them in 
the duties of store employes. Train- 
ing for part-time work, and Christ- 
mas work. Good publicity and local 
goodwill promotion. 


27. Carnival of stars .. Set up a 
display area for the feature attrac- 
tion, a barker or demonstrator. 
Give door prizes, inexpensive gifts 
to children, free pop and coffee; 
circus music played throughout the 
store, colorful props, etc. Hold it 
for three or four days and during 
this time offer special pricing on 
merchandise being featured. 


28. Going to the fireman's an- 
nual ball? . . Devote a section of 
a window display or interior wall 
to posters, announcements, clip- 
pings, etc. that have a local and/or 
neighborhood flavor. Creates good- 
will, and is an effective eye-stopper 
either inside or outside the store. 


29. "And the barometer is 
steady” . . Temperature guessing 
—for instance, every Monday, peo- 
ple guess the temperature for 8 
o'clock on the coming Monday night. 
Winner gets a prize or charge cer- 
tificate. 


30. And bring your wife! . . 
Once a month (a week night that 
most stores are open). Hire a small 
musical group. Give away cookies, 
pop, coffee, etc. Have a program of 
special demonstrations in various 
areas of the store (at separate time 
intervals). After one or two party 
nights, your name and the event 
will be “all over town.” 


31. Jeepers peepers! Mystery 
window! .. A good way to build 
customer enthusiasm and receive 
plenty of word-of-mouth advertis- 
ing in your community. Enclose a 
window with black drapes for a few 
days before the advertising unveil- 
ing. Announce in your ads that 
everything in the mystery display 
will sell at a certain sale price... 





on the specified day. 


32. Feature-of-the-month . . A 
good merchandising idea that really 
pays off. This item (usually above 
the medium price range) occupies 
an area in the center of the store. 
It’s a large, well-lighted display. 
Publicize the special offer with di- 
rect mail and advertising to let your 
customers know about the special 
sale price and other advantages of 
the item. 


33. See a cast of thousands! . . 
A one day promotion tied-in with 
a hit movie showing in your city. 
Each adult present during the ring- 
ing of an alarm gets a free ticket 
to the movie. Alarm rings as often 
as desired. Special displays and 
demonstrations are featured that 
day. 


34. Come on in, ol’ buddy! . . 
Build regular customer sales. Send 
out invoice with the line “No, you 
don’t owe us a and tape a 
nickel at the end of the line. Con- 
tinue with a friendly thank you 
note. This is mailed only to paid- 
up accounts, naturally. 


35. .... And, if elected, I prom- 
ise ... With the help of your local 
League of Women Voters, set up a 
replica of a voting machine in your 
window. Invite the voters—and 
high school classes in government 
—to come in to learn how to op- 
erate the machine. You will have 
little trouble in getting the League 
to staff the “machine” and there- 
fore this promotion can bring you 
considerable traffic with little or 
no expense or effort. 


36. Can't quite place the name 
- « “Name the Face” Contest—Use 
the face of some famous historical 
character in an ad. First three peo- 
ple who call in person with the 
correct name, get a prize or mer- 
chandise certificate. One time a 
month (on unannounced days) in- 
creases ad readership, builds cus- 
tomer interest. 


37. Lemonade, lemonade— 
made in shade . . When that 
torrid “hot spell” hits, be ready 
with an inexpensive but attractive 
little sidewalk booth decorated with 
crepe paper, a sign that says “Cool 
off—FREE LEMONADE,” and a 
good supply of the pink variety. A 
friendly offer of a cool drink, a few 
casual words—and just like that you 
have an interested customer. And 
even those who “drink and run” 
can’t help but think nice thoughts 
about you. 


38. "Hey, Oswald— it’s a lucky 
buck!” . . Offer special reward for 


the person who gets a “lucky buck” 
back from the store in change. 
Serial numbers of the winning bills 
are recorded above the cash regis- 
ter. The reward is usually 300-400% 
pay-back (three or four dollars paid 
to the “lucky buck” holder.) 


39. You are cordially invited .. 
Hold periodical “open houses” 
where you send cut invitations to 
your customer list to come in for 
the grand showing of a new idea 
in home comfort and beauty. Men- 
tion that refreshments will be 
served and emphasize that it is not 
a sales event. Set up large, attrac- 
tive display of Youngstown Kitch- 
ens and accessory items. Include a 
basement kitchen display also. Have 
a planned program (about 1% or 


2 hrs.). 


40. Rainy day profits . . When 
weather puts a damper on “foot 
traffic” and thereby on sales, put 
your sales-people and clerks to 
work on getting mailing lists up to 
date, making phone calls, creating 
new sales ideas, advertising ideas, 
display ideas. Hold a meeting to 
listen to gripes. Whatever you do, 
don’t permit sales people to dig 
themselves into a rut of lethargy. 


41. And the big winner is . . In 
one of your direct mail pieces, en- 
close a raffle ticket. If the winning 
stub is present during the drawing 
a prize is awarded. 


42. Right there ... . second 
from the left . . Use old photo- 
graph of a local high school foot- 
ball team of about 15 years ago. 
Identification of a certain number 
of its members wins prizes of credit. 
These photos run in ads and are 
blown-up for store display. 


43. A Lincoln penny from 1812? 
Well . . “Lucky Penny” Contest— 
Anyone who presents a_ penny 
minted in the same year your store 
was established is entitled to enter 
the drawing for a grand prize. 


44. Twice as much for a nickel, 
too . . “Complete the Jingle” con- 
test—Put the first three lines of a 
jingle in one of your ads. Invite 
everyone to finish it and bring it 
into the store. A gift certificate is 
given to every entrant and the 
three winners get cash awards at 
the time of the judging. (This oc- 
curs on the evening of one of your 
special sales). 


45. Men! grab your spatulas! 
- « Cake bakers—Sponsor a cake- 
baking contest for men and a sep- 
arate one for women. Have the 
judging during a sale. All entries 
get gift certificates good toward any 


purchase; winners get cash, or free 
merchandise items. 


46. She wiggles... she squirms 
- « Customer caller—Sidewalk sales 
talk in front of window kitchen 
display. Short, simple description of 
new (and old) features, price, terms 
—and a coupon or card handed out 
entitling holder to a special price on 
the purchase of window item. This 
is usually a warm weather promo- 
tion. 


47. Sneak peek .. Arrange a 
colorful window display. Cover 
window with black water paint ex- 
cept for a small (silver dollar size) 
hole. Sign says “A look at to- 
morrow’s kitchen today.” 


48. Clip, clip: snip, snip—a pip! 
«+ « Coupon ads—Include a coupon 
in an ad to check effectiveness reg- 
ularly—once every two or three 
weeks). The ad coupon can be 
brought into the store for some 
special value or gift on a specified 
day. Helps you keep a watchful eye 
on your advertising—helps 
your customers watching, too. 


keep 


49. At the sound of the chimes 
- « “Bargain Hour’—usually the 
slowest sales hour in the day. A 
special price (usually on above 
average priced item) for that hour 
only. Advertise the hour in a lo- 
cal paper the day before. 


50. Bring ‘em in alive! .. Set up 
your own “Zoo” 


Parakeets, pups, 
kittens, fish bowls, plus any unusual 
type animals such as_ raccoons, 
squirrels, rabbits, monkeys. A ter- 
rific traffic builder that brings in 
plenty of adults with the children. It 
can be a small area set up for a long 
period or a larger area for a short- 
er period. You make the choice. 


51. Citizen-of-the-month award 
- » Here’s a public relations idea 
that will pay off handsomely in 
goodwill and sales. Make an award 
each month to some local citizen 
for a noteworthy contribution to 
the community. The award could 
be merchandise or cash but a plaque 
or medal is not only less expensive, 
but also more effective. Depending 
on the size of your newspaper, you 
should be able to secure a monthly 
publicity story. Follow up with a 
citizen-of-the-year award, the win- 
ner to be selected from your twelve 
monthly winners. 


52. Third finger, left hand . . 
Tie-in with local photographers to 
offer a free photograph to any bride 
and groom-to-be who’ve made a 
specific purchase in your store 
during the month of their wedding). 
Good publicity-getter—sales, too. 44 
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Mayflower sets them up... takes ‘em 
down...keeps your show on the go! 


Your Routed Exhibits 
Need Our Complete 


Mat A: 


dd i) 2 i ae Money-Saving Service! 


_ Mayflower 


WORLD-WIDE MOVERS 


America's Most Recommended Mover 


@ Find out more about this worry-free way to handle your 
next “routed” exhibit move. Consider its obvious advan- 
tages, plus the way it eliminates so many hidden extra expenses 
you are paying now. 

It will be planned to your requirements—to deliver it 
safely and on time! Only a veteran Mayflower driver is se- 
lected . . . thoroughly trained in proper care of costly com- 
plete exhibits . . . expert in meeting over-the-road schedules 
... resourceful enough to cope with any specialized display 
moving problem. 

Your local Mayflower agent knows the /east expensive 
way to set it up. Planning ahead saves money, too, so why 
not call him now! 

Ask for “17 Reasons Why” —a practical exhibit guide. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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How to be the 
STAR of the 


Part III of the Youngstown 
Story shows how dealers 
are helped to success 

in exhibits, along 

with a set of practical hints 


you can put to use. 


An important part of the Youngs- 
town Kitchen program is its par- 
ticipation in local home shows. In 
conformity with the company policy, 
the home office does not directly 
take space in such events. But it is 
anxious that its dealers do partici- 
pate and participate effectively. 

It is for this reason that its Quali- 
fied Dealer Package has a special 
booklet on exhibiting. Entitled “How 
to be the Star of the Home Show,” 
the 8-page booklet is designed to 
encourage participation and to in- 
crease the results from participation. 

The company does not participate 
directly in the costs of an exhibit. 
This is up to the local dealer. In 
larger where there 
may be several qualified dealers, the 
exhibit may be cooperative, with 
expenses shared by a group of deal- 
ers. Here the distributor may play a 
more important role, in organizing 
and coordinating the 
activity. 

Youngstown’s contribution, in 
addition to the booklet, consists of 
making available display materials 
at a nominal cost to the dealer. 
These, like all other sales promotion 
materials, are obtained through the 
distributor. 


communities, 


promotional 


The home show booklet is, of 
course, written specifically for the 
Youngstown Kitchen dealer. Its ad- 
vice, however, is so sound and so 
basic, that it has application, not 
only to exhibitors of other prod- 
ucts at a home show, but to ex- 
hibitors of consumer products at 
other shows, and even to exhibitors 
at industrial shows. As you read 
the following, which is adapted from 
the Youngstown book, applications 
to the products with which you are 
concerned should occur to you, even 
though the examples cited are with 
a particular product. 


Why exhibit at your local home 
show? There are a number of good 
reasons. These shows give you the 
opportunity to contact a good- 
sized segment of the buying pub- 
lic; the people who attend, to a 
large extent, have qualified them- 
selves as logical prospects by the 
fact that they are looking for home 
improvements and remodeling ideas; 
display of your merchandise can 
usually be more dramatic and com- 
pelling than in your own show- 
rooms; prospects are more recep- 
tive to demonstrations, kitchen 
planning and other sound selling 
techniques. 

But most important of all, home 
shows give you an excellent oppor- 
tunity to make money. 

An exhibit at a home show will 
draw far more attention from pass- 
ing traffic than an ordinary window 
display in a store or business, for 
the people who go to home shows 
are already interested in the type 
of products the dealer is selling. 


uh 


MN, 


At most home shows, there is an 
admission charge, and visitors re- 
gard the whole thing as a kind of 
entertainment. Their frame of mind 
is more receptive and their atti- 
tude more conducive to buying than 
those passing the dealer’s place of 
business. Since the exhibit is part of 
the over-all show, visitors do not 
feel any pressure to buy or obliga- 
tion about taking up the salesmen’s 
time. 


Make Your Arrangements 
Early .. As soon as you hear that 
a home show will take place in 
your town or city, it is a wise idea 
for you to explore the possibilities 
of holding an exhibit there. If you 
prepare for the show well in ad- 
vance, you will assure yourself a 
good location. In addition, you may 
write letters to prospective cus- 
tomers and begin making the proper 
publicity plans that will stimulate 
advance interest in your booth. 
First of all, you should try to get 
the best location you possibly can 
for your booth. If you cannot get 
one up front, you should try to stay 
to the right of the entrance and as 
close to it as possible. People tend 
to move to the right, and they will 
pass your booth before they arrive 


the 
‘Youngstown 


Kitchens 
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at one belonging to a competitor 


Publicity and Advertising . . It 
is important that visitors to the 
show look forward to seeing your 
particular exhibit. You may sup- 
ply advance publicity yourself, or 
you may coordinate your publicity 
plans with the others running the 
show 
Advance include 
such things as running ads in local 
newspapers, or, if your budget will 
stand the expense, 


publicity may 


radio and tv 
spot announcements. If you are 
planning to have a special attrac- 
tion in your booth, like a drawing 
for a door prize, free coffee or even 
balloons for the children, you 
should mention this in your adver- 
tising 

Giveaway novelties are an ex- 
cellent way to induce people to pay 
a visit to your booth, and they 
should also be mentioned in your 
advertising. Ball point pens, food 
scrapers, magnetic pot holders, and 
rain bonnets are all available with 
youl imprint from Youngstown 
Kitchens at a very nominal cost. 
These specialty items will create 
more attention on the part of the 
home show audience, will help your 
firm and your personnel be well-re- 
membered long after the show is 
ovel 


Newspaper Publicity . . The edi- 
tor of your local newspaper con- 
siders the home show of great in- 
terest to his readers, and if you are 
planning to show anything new or 
different at your exhibit, the edi- 
tor will be glad to receive informa- 
tion about it. The editor might even 
be interested in publishing a bio- 
graphical item of interest concern- 
ing one of the men running your 
booth 


Other Advance-Notice Methods 
- « There is still another way you 
may successfully advertise your 
booth, and that is by mailing out 
invitations or anouncements to a 
list of home owners who are likely 
to attend the show. These invita- 
tions may be inexpensively printed, 
either as circulars, or, better still, 
as striking formal announcements. 
While a letter which looks like an 
advertisement may be quickly 
thrown away by the one who re- 
ceives it, there aren’t many people 
who will be able to resist reading 
a formal announcement which be- 
gins: “You are cordially invited to 
attend .. .” 

Posters in the windows of your 
place of business and signs on your 
trucks or company’s cars are still 
another advertising device that has 
proven successful in _ publicizing 
your exhibit at the home show. 
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How to be the Smash Hit of the 
Home Show .. Pack your “Per- 
formance with showmanship! 

A home show, like any form of 
show business, means. entertain- 
People come to look, to lis- 
ten, to feel, to be entertained. They 
react to the dramatic; to the graphic; 
to the emotions. 


ment 


These are the reactions you want 
in your audience. Get them and 
you'll be the smash hit of the home 
show—any home show. 

Just as the publicity should be 
planned way in advance, so should 
the booth itself and the items it 
contains. It is important, too, that 
you receive advice and assistance 
from those who have already had a 
good deal of experience running a 
booth at a home show. You should 
plan carefully the central theme, or 
“message” of your exhibit and the 
results you hope to obtain. Then, 
you should concentrate on having 
the display built and store it until 
the show opens. 


Make Your Home Show 

Performance Realistic . . 

Try to be as authentic as 
possible with your display. People 
should feel they’re actually in a 
kitchen; not in a showroom looking 
at a kitchen. 

Take full advantage of your home 
show area. Your own budget al- 
lowance and good judgment will de- 
termine the amount of space you'll 
want to use. 

A good way to put realism in 
your display is to build a drop ceil- 
ing. Soft, thin fabrics that diffuse 
light usually work best. Gentle 
lighting above the draped frame- 
work helps add to the reality of the 
kitchen. 

Remember the 
shows it will 


floor. In most 
need an authentic 
covering. Materials such as linole- 
um that take heavy shuffling and 
are easily cleaned make good kitch- 
en display floors. A tasteful, con- 
tinuous pattern will add to the 
reality—to the good looks of your 
kitchen 
The thoughtful positioning of 
kitchen utensils and accessories is 
another good way to add a realistic 
touch to your kitchen. Live cooking 
demonstrations have proven suc- 
cessful; corn popping, cookie bak- 
ing, hot chocolate, fudge, coffee, etc. 
offer ways to help attract at- 
tention, add realism and serve taste 


treats in one operation. 


Put Your Home Show 
Performance in the Spot- 
light . . Well located spot- 
lights will accentuate the charm 
and elegance of your display. Aim 


to show off your Youngstown 
Kitchen in the best light by using 
spotlight techniques. 

Focus attention on certain objects 
or areas. 

The amount of space and the par- 
ticular kitchen unit you’re display- 
ing will determine the number of 
spots you'll need. 

For the best positioning results, 
aim your spotlights in a downward 
direction. It’s a good practice to 
conceal spotlight connections when- 
ever possible. 

It is a good idea to investigate 
the uses of “dramatic” lighting, 
such as the use of spots, or lights 
that twinkle, and lights that go on 
and off in a regular pattern. Once 
again, you should consult experts 
in this particular field about how 
to handle the lighting. 


Bring out the Features of 

Your Home Show Per- 

formance .. The subject of 
the home show display is your 
Youngstown Kitchen. Its features 
are the advantages to be pointed up 
to your audience. Counter cards, 
signs, posters, arrows, stick-on la- 
bels, tags, etc. will help stimu- 
late and maintain as much interest 
as possible. 

But a word of caution: the kitch- 
en is aromantic-type purchase. Dis- 
play signs should be prepared with 
this thought in mind. Every sign 
has a specific purpose; it must fill 
certain requirements to do its job. 
For instance, a loud, screaming 
billboard might catch the eye of 
people in a passing car. That makes 
it a good billboard. But “billboard” 
methods are too “commercial,” too 
hard-selling for the home show. 

The cost of professional service is 


I'm putting up my exhibit on a shoe- 
string. 





well worth the benefit of getting 
the most out of your feature display 
signs. Contact a competent sign 
man or display company in your 
area. Let them give you estimates 
and plans. There’s usually no charge 
for these services and 
prove extremely valuable. 

Use of appliances will not only 
make your exhibit more lively and 
more exciting, but will materially 
increase your sales results. Dish- 
water, food waste disposer and built- 
ins should all be operative if at all 
possible. And, of course, sales lit- 
erature, specification sheets, etc.... 
should be available for any inter- 
ested prospects. 


Give Away Literature at 
ry Your Home Show Per- 

formance .. Make it abun- 
dant. A good way to prolong the 
image of your “performance” is to 
offer plenty of tasteful booklets, 
specification sheets, planning kits, 
etc. . . . to your audience. You’re 
still entertaining them .. . the sales 
come later. This literature helps 
people “re-live” their visit to your 
display for weeks, even months after 
the show is over. 

To get full advantage from your 
literature, you may want to set up 
a serarate rack or table to make 
distribution. Draw attention to this 
area with a spotlight and use either 
an appropriate sign announcing 
“free literature,” or one of your 
staff to pass it out by hand. The lat- 
ter being the more personal method, 
assures the best possible distribu- 
tion. 


Keep Your Performance 
5 | Smooth Yet Exciting .. 

Plan each phase with care. 
It’s always best to keep as much 
distance as possible between the 
“feature” areas. Traffic flow should 
be smooth. A little extra space is 
allowed for areas where a group is 
most likely to gather. 

The Kitchen planning area, es- 
pecially, requires extra room to per- 
mit the staff member and interested 
guests to operate the “Min-A-Kit” 
and discuss kitchen remodeling 
plans. Kitchen planning can be con- 
ducted on a counter top area, or 
special table according to layout 
and size of your display space. 

The other points of interest, the 
literature area and cooking dem- 
onstration, for instance, should also 
be given extra space. 

Many dealers have found that the 
use of slides greatly helps attract 
attention to their displays at home 
shows. You might decide to use a 
large projector and screen, with 
slides showing “before and after” 


they can 


jobs, or else you might prefer to 
use a small viewer with stereo 
slides. The salesman can thrust the 
small viewer into the prospect’s 
hands, and while the prospect is 
looking at the three-dimensional 
pictures, the salesman can give him 
details about the installation. 


Use Star Talent in Your 
6 Home Show Performance 

- » Staff your display with 
top employes. Soft-selling, congenial 
people prove to be the most effec- 
tive at a home show. Available 
space and your own judgment will 
determine how many people you'll 
need. When traffic is heavy, it might 
be necessary to have four, or pos- 
sibly five on duty at the same time. 
One staff member might pass out 
literature; one or two conducting 
the free-kitchen planning session; 
another qualified employe would be 
cooking and passing out samples; 
two members conduct the “tour” 
through the kitchen area and sell. 

The amount of space and traffic 
leaves this decision pretty much to 
your own judgment at the time of 
the show. 

One of the most important fac- 
tors in running an effective booth is 
having the right kind of salesmen 
at the exhibit. If the men in the 
booth are not always well dressed 
and carefully groomed, with effec- 
tive and polite sales speeches at 
their disposal, then any work you 
you may have put into setting up 
your booth will prove negligible. 

Then, too, these salesmen should 
be standing at all times. A sales- 
man who is seated does not appear 
as eager to talk with customers as 
one who is on his feet, and visitors 
may appear reluctant to talk to 
someone sitting in the booth in an 
aloof manner. Since the competition 
for attention in any home show is 
tremendous, the salesman must ap- 
pear enthusiastic at all times or else 
visitors will decidedly lose interest. 

To assure even greater coopera- 
tion on the part of the salesmen at- 
tending the booth, you might offer 
a special inducement to them, such 
as an extra commission on all sales 
made through leads obtained at the 
booth. In any event, it is more im- 
portant at the home show that the 
salesman try to obtain leads wher- 
ever he can rather than make ac- 
tual sales. The completion of a sale 
often takes a long while, and the 
salesman might lose out on addi- 
tional leads by devoting all of his 
time to a handful of customers. In 
most cases, visitors who seem in- 
terested in buying at a home show 
will appear just as receptive when 
the salesman makes his call at a 
later date. 


Follow up Your Home 
Show Performance with 

Sales .. This, more than 
any other, is the crucial step. It can 
either make or break home show 
success. Obtaining as many names 
and addresses as possible is one of 
the best home show practices you 
can use. There are a number of 
good ways to get names. Here are a 
few: 


© People interested in kitchen plan- 
ning . Most of the people who 
have received free kitchen planning 
are “red-hot” prospects. Persuading 
them to sign a guest sheet, enter a 
drawing, or, just leave name and 
address with the kitchen planning 
staff member provides an excellent 
list for follow-up calls. 


© Interested “tourists” Many 
people who walk through your home 
show area will pause to ask ques- 
tions about certain features. If their 
names can be obtained, you have 
another choice calling list. When 
your saleman detects a_ buying 
mood in a visitor, have him ask for 
names and addresses, saying he will 
provide additional information or 
prices by mail or in person. 


© End of the tour guest register .. . 
This is an unqualified list—but one 
that still contains many good pros- 
pects. One good way to get signa- 
tures is by passing out free gifts. 
The premium we mentioned earlier 
or coupons that entitle the holder 
to a merchandise _ credit—so 
many dollars on every $50 or $100 
in purchases. Guests that have 
shown interest in your display re- 
ceive the premiums and/or free 
gifts. Additional names can be ob- 
tained by handling out literature, 
raffles and _ other 

blanks, and serving 
near the guest register. 


contest entry 
refreshments 


>» A follow-up direct mail campaign 
can be useful in further stimulating 
the buying mood caused by your 
home show display. This campaign 
can be followed with a_ personal 
call by your salesman. 

These prospects from the home 
show know you. You’ve entertained 
them. You’ve given something to 
them without charge. The chance 
that you’ve put them in a buying 
mood is better than you think. 44 


Lost Convention Guests 
Found With New System 


Complete and fast identification 
of convention members and meet- 
ing rooms is finally a_ possibility 
with a new switchboard system de- 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 

ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Full price *49°° with cards 


24-PAGE BOOKLET . R- 
FREE| aus ain — 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 


Eve opener! The quality of “cLip 
BOOK” art is actually amazing... and 
the time and money it can save you! 
Used and endorsed by top advertisers 
for ads, printing, publications, direct 
mail, etc. Letterpress or offset. Get our 
big “EYE OPENER” sample kit, worth 
about $15.00, for only. . 


O5 


POSTPAID 


Your “EYE OPENER” kit will include 
generous samples from the “CLIP BOOK 
OF LINE ART” and “ART DIRECTORS 
CLIP KIT” line drawings, halftones, 
lettering, paper sculpture, Serpentine 
Lines and Grafiklines. You'll have 
enough ready-to-use art for dozens of 


vised by Edward L. Buckley, gen- 
eral manager of Chicago’s Edge- 
water Beach Hotel. 

Under the new “Convention Di- 
rectory” system, the old days of be- 
ing unable to find a convention 
guest at the hotel are gone forever. 
The directory is assembled the 
afternoon of the convention’s ar- 
rival and distributed to meeting 
members early the following morn- 
ing via guests’ mail boxes. 

“We have a great number of 
meeting rooms in the Edgewater 
Beach Hotel, some of which accom- 
modate up to 1,500 people,” Mr. 
Buckley explained. “At adjourn- 
ment most of those present cus- 
tomarily dash for a phone. It was 
eventually determined that the 
bulk of intra-hotel phone traffic 
appeared to be caused by conven- 
tioneers attempting to reach fellow 
visitors in the hotel. Now the caller 
just asks directly for the room num- 
ber.” 44 


Exhibitor’s Guidebook 
for Chicago Area 


A guidebook of Chicago facilities, 
especially designed for out-of-town 
exhibitors, has been released in a 
new edition by General Exhibits 
and Displays Inc., Chicago. 

The list of contents includes ex- 
hibit needs such as shipping, week- 
end help, and the warehousing, 
erection and dismantling of displays. 

Also of interest is the map of the 
Chicago downtown area, and the 
listings of hotels, stores, etc. 

. for more details circle 112, page 105 


Huxley Wall Chart Shows 
In-Stock Giant Mailers 


Information on giant mailing en- 
velopes is available in an in-stock 
size chart from Huxley Envelope 
& Paper Corp., New York. 

Available in gray, brown, or 
white with plain, gummed, string 
or clasp enclosures, the giant Hux- 
ley envelopes range in size from 
9x16” to 22x27”. They can be used 
for artwork, photographs, or dis- 
play pieces in the mail. They are 
also suggested for artwork files. 

. for more details circle 113, page 105 


Photography Offers Idea 
For New Booth Background 


The beauty and design possibili- 
ties of creative photography is well 
illustrated in the new background 
materials, “Texturama”, introduced 
by Customlab, New York. 

All continuous tone textured photo 
prints, Texturama_ designs are 
photographic representations show- 
ing the action of light on the sur- 
faces of various natural materials. 
Included in the patterns already 
developed are sunlight on sand, 
variegated patterns on a lizard’s 
back, and a variety of stone surfaces. 

Each pattern, made from original 
camera negatives, is printed on 
glossy stock, ready for immediate 
use. They can be cut, mounted or, 
assembled. Texturama takes ink, 
paint, or water color. Patterns are 
available in 11x14”, 14x17”, 16x20’, 
and special sizes to order. 

- for more details circle 114, page 105 


paste-ups. Satisfaction guaranteed. No — 
salesmen will call. Attach a check for e 
$1.95 to your letterhead and ask for : xs 

our special “EYE OPENER” kit. , es Se 


The Things We Did Last Summer . . . How to demonstrate a Snow Thrower in the 
midst of a heat wave was solved with vigor in an unusual promotion last August by 
Moto-Mower Inc., Richmond, Ind. The ‘‘snow’’ is man-made substitute, ‘‘sidewalk”’ is 
roof of the Hotel Roosevelt, but the bathing beauty being snow-bathed is the real thing! 
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A Screenful of Color 


. . . This collection of gloved and turbaned 
lovelies demonstrate in living color the lipstick shades in the 


_ a j . 


Revion line. Although the commercial was used in many coun- 
tries, there was no attempt to translate ‘mango sherbert’’, etc. 


Al File to SA CAweume 


An expensive one-minute movie 


earried Revlon International’s 


sales message to 62 countries 


in 14 different languages. 


By Warren E. Adams 
Advertising Manager 
Revion International 

New York 


Twelve of New York’s best 
known high-fashion models, a 
choreographer from the Metropoli- 
tan Opera, a featured dancer who 
was a star of television’s “Your Hit 
Parade,’ the leading director of 
filmed commercials in the U. S., and 
other skilled technicians and art- 
ists combined their talents for two 
days running to produce for Revlon 
International a full-color, filmed 
commercial that will run exactly 
one minute. 

Called “Colors Unlimited” and 
budgeted at over $15,000, this sell- 
ing undertaking was created for us 
by Robert Lawrence Productions, 
New York, Toronto, and Hollywood. 
The author had a hand in writing, 
supervising, and guiding the pro- 
duction of one of the most expen- 
sive commercials designed for 
showing exclusively in movie houses 
outside of the United States. 


We estimate that close to 280,000,- 
000 people, speaking 14 languages in 
62 countries, will view the film in 
their local or neighborhood movie 
houses. The film will not be dis- 
tributed in the United States. 


> Rivaling a musical made during 
the height of Hollywood prosperity; 
sparing little expense in the realms 
of talent, beauty, and motion pic- 
ture craftmanship; Revlon Inter- 
national’s filmed advertisement is 
one of the major elements in our 
promotion of an entirely new line 
of lipstick. Called “Colors Unlim- 
ited,” the lipstick comes in 13 new 
shades ranging from “Mango Sher- 
bert” and “Strawberry Vanilla” 


Things Looking Up 
Part of the scene 
shown above, which 
the camera didn’t 
reveal. 


through to “Frosted Pink,” “Toffee 
Sherbert,” and others. Introduced 
to the United States market at the 
beginning of 1959, entry of the line 
into the international market will 
be made with this spectacular 
movie. 

The color film with its musical 
background was narrated in Eng- 
lish, French, and Spanish in this 
country. The Danish, Dutch, Fin- 
nish, Flemish, German, Italian, Jap- 
anese, Norwegian, Portuguesse, 
Swedish, and Thai tongues to be 
used for the overseas narrations 
will be supplied in or near the area 
in which the film will be shown. 


> For obvious reasons, lip syne was 
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not attempted. No one in the movie 
speaks at the camera. Rather, there 
is an off-stage cultured voice talk- 
ing about the events shown to the 
viewe! 
Interestingly, no attempt was 


“Mango Sher- 
bert” into Thai or any of the other 


made to translate 


languages. In all the various ver- 
sions the narrator will speak his 
own tongue and with this tongue 
pronounce the American’ words, 
“Mango Sherbert,” “Orange Float,” 
and the 11 other designations for 
the lipstick shades 


> In its overseas selling Revlon In- 
ternational is not limiting itself to 
the elite. Our firm is seeking for a 
broad mass market in all the coun- 
tries to which we sell. Each of these 
lipsticks well-known 
persuasiveness of the Revlon ap- 


require the 


proach to cosmetic selling In many 
pverseas 
of the 

or more of a potential customer’s 
weekly 


markets where the price 
lipstick may represent 25% 
earnings, an even higher 
degree of persuasiveness in the 
selling effort is called fo 

For this reason, the one-minute 
color commercial is a personifica- 
tion of ultimate luxury. The nar- 
rator 


speaks in highly cultured 


tones as a dancer moves with the 


grace of a swan and with the bear- 
ing of royalty. The 13 shades of 
lipstick are presented in what has 
been described as an unusual and 
imaginative manner. 

The heads and shoulders of mod- 
els, each wearing long white gloves 
and each framed in chiffon, appear 
to the viewer’s eyes. Soft pastel 
shadings are in evidence through- 
out as is the skill of Beauty Director 
Francois of Revlon who acted as 
beauty and color consultant. 


>In selling to the world market, 
we are aware that we are selling to 
women in all economic and social 
strata. We are speaking to a Por- 
tuguese peasant, a native in Thai, 
who has only recently glimpsed the 
facts of Western civilization, the 
Japanese woman only now attain- 
ing the status of womanhood com- 
parable to that of the Western way 
of life. Yet we know that the fem- 
inine desire for a sense of luxury 
and the woman’s intuitive need for 
beauty about her are truly com- 
mon denominators. 

For these and other reasons we 
are using the film medium to the 
very maximum. We spared no ex- 
pense. We acquired the services of 
Jerry Schnitzer, a top director of 
commercials in the United States. 


CHART-PAK Transparent Tapes made this 
projectable chart in 12 minutes 15 seconds 


HOW LONG 
WOULD IT TAKE 
YOU TO 

DRAW IT? 


CHART-PAK printed and solid color transparent tapes are specifically 
designed for audio-visual presentations on overhead projectors. They’re 
ideal for maps, charts, plant layouts, transparencies and slides, as well as 
for identification. Will not obscure material underneath. In red, blue, green 
and yellow, precision slit 1/32” to 1” wide, with pressure-sensitive adhesive 
backing guaranteed not to melt. Write for full details or see your Chart-Pak 
dealer. He’s in the Yellow Pages under “Charts-Business.”’ 


CHART-PAK saves time... saves money! 


CHART-PAK, 


INC. 


ORIGINATOR OF THE TAPE METHOD OF DRAFTING 
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51 River Road, Leeds, Mass. 


Preview Pair . Robert Lawrence (left), 
producer, and Ad Manager Warren E. 
Adams watch a run-through of ‘’Colors 


Unlimited.”’ 


We hired Zachery Solov, choreog- 
rapher of the Metropolitan Opera. 
We used a_ well-known dancer, 
Cynthia Scott. We picked Dawn 
Arden, Kit Talbot, Adrianne, and 
other world-renowned fashion mod- 
els. We used color film and had our 
music composed specially for us 
by a well-known composer, Morris 
Mamorsky. 


> At Revlon we've been selling to 
Canada for over 25 years and to 
the Mexican and Puerto Rican mar- 
kets for about 12. World-wide pro- 
motion of our line of cosmetics on 
a full scale began about four years 
ago. The selling pattern followed 
by Revlon encompasses 28 over- 
seas agencies who distribute and 
market the Revlon line in their 
areas. In the case of the one-min- 
ute color commercial, distribution is 
being handled by these agencies 
who arrange with local and nation- 
al film distributors who monitor the 
selection of movie houses in which 
the commercial will be shown. 

In the making of this movie the 
unique requirements of world mar- 
kets were not overlooked. A small 
example is in the hair coloring of 
the models in the “Colors Unlim- 
ited” movie. Most of the girls are 
either brunettes or redheads be- 
cause these are the hair colorings 
of much of the overseas world. The 
dancer wore the flowing white silks 
common to dancers throughout the 
world. The motions of this dancer, 
the graceful gestures of the twelve 
models, the behind-the-camera ac- 
tions of the 50 movie people at Rob- 
ert Lawrence Productions who were 
involved in this production were 
under the supervision of Jerry 
Schnitzer, director of the movie and 
executive vice president at Robert 
Lawrence Productions. 

Mr. Schnitzer; Lou Mucciollo, 
production head; Henry Traiman 
editorial director; and other Law- 
rence people involved; the hat and 
dress designers; and the others who 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE 


ALABAMA 


The Whitaker Paper Company 
The Partin Paper Company 
W.H. Atkinson Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 
Carpenter Paper Company* 
Graham Paper Company 


CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 
The Jacksonville Paper Co. 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 


GEORGIA 

The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 


IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 
Bradner, Smith & Company 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Company 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Company 
Cc. J. Duffey Paper Company 


INDIANA 


The Millcraft Paper Company 
indiana Paper Company, Inc. 


1OWwA 


Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 


KANSAS 


Carpenter Paper Company 
Southwest Paper Company 


KENTUCKY 
The Rowland Paper Company, Inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


New Orleans 


MAINE 
John Carter & Company, inc. 


MARYLAND 


Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 
John Carter & Company, inc. 
The K. E. Tozier Company* 
John Carter & Company, inc. 
John Carter & Company, inc. 


MICHIGAN 


The Whitaker Paper Company 
Central Michigan Paper Co. 


Detroit 


Grand Rapids 


MINNESOTA 

C. J. Duffey Paper Company 
Inter-City Paper Company 
C. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 
Carpenter Paper Company 
Midwestern Paper Company ** 
Wertgame Paper Company 
Acme Paper Company 
Shaughnessy -Kniep-Hawe 
Paper Company 


MONTANA 

Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Compeny 
Carpenter Paper Company 


NEW HAMPSHIRE 
John Carter & Company, inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 


NEW YORK 


Albany Hudson Valley Paper Co. 
Binghamtor Stephens & Company, inc. 
Buf Hubbs & Howe Company 
Jamestown The Millcraft Paper Company 
New York City Aldine Paper Company ** 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation* * 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
(Bulkley Dunton (Far East) 
Bulkley Dunton S. A.' 
)Champion Paper Corp., S. A. 
Champion Paper Export Corp. 
Genesee Valley Paper Company 


NORTH CAROLINA 


Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


Asheville 
Charlotte 
Raleigh 


OF PAPER 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & Paper 
Company 
The Queen City Paper Company 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Company 
The Millcraft Paper Company 


OKLAHOMA 
ty Carpenter Paper Company 
Tulsa Beene Paper Company 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Kemmerer Paper Company 
Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 
Philadelphic Garrett-Buchanan Company 
Matthias Paper Corporation’ 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
The Whitaker Paper Company 
Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 
SOUTH DAKOTA 

Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 
UTAH 
Carpenter Paper Company 
ty American Paper & Supply 
Company 
Carpenter Paper Company 
VIRGINIA 


Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
Dwight Brothers Paper Company 


CANADA 
Blake Paper Limited 


Cleveland 
Columbus 
Dayton 
Mansfield 
Toledc 


Oklahoma ¢ 


Portland 


Allentown 


Ogder 


Salt Lake ¢ 


Spokane 


Tacoma 
Yakima 


Huntington 


Milwaukee 


Toronto 


*BOX WRAP GRADES ONLY 
FPRINTING PAPERS AND BOX WRAP GRADES 
**PAPETERIE GRADES 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





worked on this production brought 
to the collaboration of this motion 
picture advertisement an awareness 
of the basic philosophy which 
guides Revlon International in all 
its overseas advertising activities. 

We wanted to incorporate into 
the finished 90’ of color film a sense 
of luxury without the feel of opul- 
ence which is anathema to much of 
the world. We feel we’ve succeeded 
in doing so and at the same time 
in creating a persuasive selling tool 
which will make possible economi- 
cal selling of a luxury item to an 


essentially low income world mar- 
ket. 


> One thing in our favor in this 
selling undertaking is the medium 

-overseas motion picture houses, 
most of which have surprisingly 
good equipment handled by skilled 
projectionists. The exciting color of 
our movie is seen far bigger-than- 
life-size by an audience which is 
often adjacent to or near a sales 
outlet for Revlon International. The 
impulse to buy and the means for 
satisfying this impulse are physical- 
ly close together. In making a mem- 
orable and artistic one-minute mo- 
tion picture commercial we have 
not lost sight of the critical payoff 
factor: sales of Revlon’s Colors Un- 
limited line to the vast world mar- 
ket. 44 


New Film Compares 
Selling to Sports 


A new film, produced for Stand- 
ard Oil Co. (Indiana) by Dallas 
Jones Co., Chicago, points out that 
the character- 
istics and_ tech- 
niques that bring 
leadership in 
sports will also 
bring leadership 
in sales. The film, 
entitled “The 
Game’s the Same,” 
stars Jimmy Con- 
zelman, formerly 
coach of the Chicago Cardinals 
professional football team, and now 
an executive with D’Arcy Adver- 
tising Co. In color, except for some 
newsreel inserts, it runs 26 min- 
utes. 

The film starts with Mr. Conzel- 
man stopping at a Standard station 
for gas, etc., after which he joins 
the service station manager, a route 
man, and a company salesman for 
dinner, at which they discuss sales- 
manship. While the examples 
chosen are specifically tied to the 
service station business, the princi- 
ples are applicable to any form of 


film 


review 


selling, and the film should be very 
useful as part of a sales meeting. 
Its points can be easily applied to 
other fields. 

For a non-service station audi- 
ence, the long opening sequence of 
a dealer going through the driveway 
routine will probably drag, but the 
rest of the film will hold the atten- 
tion of any alert salesman. 

The film may be borrowed from 
Standard, 910 S. Michigan Av., Chi- 
cago 80, but distribution is limited 
to Michigan, Indiana, Wisconsin, 
Illinois, Minnesota, Iowa, Missouri, 
North Dakota, South Dakota, Ne- 
braska, Kansas, Wyoming, Mon- 
tana and Colorado. 44 


Portable Easel Features 
Dual Purpose Design 


A versatile aluminum easel has 
been introduced by Oravisual Co., 
St. Petersburg, Fla. 

Designed for ease in carrying and 
dual purpose in operation, the fold- 
ing easel can be used in the follow- 
ing ways: 


© Turnover Charts . . . Almost any 
size or style can be attached quickly 
with the Grip-Quick Chart Clamp 

a cross-arm at the top. This 
chart clamp, which snaps onto the 
top of the easel, will accommodate a 
set of turnover charts up to %” 
thick and 28” wide. Larger charts 
can be handled with an auxiliary 
clamp which is available. 


® Cardboard Charts .. . Both large 
and small displays, fiannelboards, 
etc., can be accommodated on any 
of the four sets of chart holders 
which are hinged permanently to 
the easel’s front legs. 


The new easel is available in a 
standard model for $39 with legs 
that fold in half and have self-lock- 
ing hinges or a model for $44 with 
extension legs enabling the easel to 
be increased in height from 72” to 
84’. 

A leaflet showing the easel, and 
describing application suggestions, is 
available. 

- for more details circle 108, page 105 


Where were you? 


12, 000° creative 
products for the 


working artist 
Sign Making Display 
Advertising Lettering 

Graphic Arts Screening 
Teaching ‘Printing 


GIANT 228 PAGE CATALOG 
FREE! to accredited users. 
DICK BLICK 


Galesburg, Illinois 


Better 


Mousetraps 
Need ‘Sell’ 


They used to say, “build a 
better mousetrap and _ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 
With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the AR showcase for 
Advertising Results 
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Printing that makes its mark 


Saluting International Printing 
Week, AR has invited America's 
leading printers to submit 

their most challenging jobs 

of the last decade. 


= IS THE backbone of advertising. There 
are almost no promotion campaigns that do not 
depend on the art and the skill of the printer. 
He is often the unsung hero of a campaign, the 
last man in the chain of production, who is 
automatically expected to make up the delays 
and time wasted in the steps that precede him. 
The examples given here could be multiplied 
many fold, and still do less than justice to the 
thousands of printers, an integral part of the 
advertising world. 


one ... “America’s Wonderlands,” printed for 
the National Geographic Society by Judd & Det- 
weiler, Washington, is a spectacularly impres- 
sive and beautiful volume, notable for its 4- 
color bleeds, possible only through the use of 
tension lock-up, aluminum laminated press 
electros. The forms were pre-planned by the 
printer before the engraver proofed his flats. 
Design is by Paul Jensen, in Times Roman. 


two... to capture the subtle characteristics of 
the wood of the bows for the Shakespeare Co., 
Columbus Bank Note Co., Columbus, Ohio, re- 
sorted to the trick of placing the bow on the 
copyboard and shooting it directly onto the 
color separations, avoiding the intermediate 
color film. Ron Starbuck, Cye Landy Agency, 
Columbus, designed. 





three ... A brochure for Studebaker-Pack- 
ard is the selection of Forbes Lithograph Mfg. 
Co., Boston, for its outstanding job of the ’50s, 
marked by its reproduction of delicate water- 
colors and sparkling transparencies alike. A 
run of 150,000 was produced in four weeks from 
art to mailing. Art direction by J. Alan Rock- 
more, Benton & Bowles, New York. 


four ... a lithographed brochure for Lockheed 
Aircraft Corp. is Foote & Davies’ (Atlanta) 
nomination for AR’s portfolio. The superior 
color, appearance and design was achieved 
through close cooperation between the printer 
and the customer. 


five ... screen process in continuous full colo: 
makes the honored group. Produced for Austex 
Foods by Sniders’ Poster Process Co., through 
Fitzgerald Advertising Agency, all New Or- 
leans, the piece is 28x44”, screened in 4 colors 
on ten-ply laminated stock. The stencils were 
made from black and white progressive proofs 
of the original plates used for magazine ads. 


six ...E. F. Schmidt Co.’s (Milwaukee) entry, 

produced for the Central Soya Co., is a four- 

color promotional brochure, distinguished by ee eee 

bleed drawings and open layouts. Heads of SD gent tate Send daneumeae ened ade tae 
Venus Bold and text in Spartan Medium, with sanibeete. Gao aaa aa 

a handlettered cover, were picked by Schmidt : 

art director Ray Dennis. 


.. continued on page 40 
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seven ... a folder done in a hurry 
on aluminum foil is the prize job 
submitted by Courier-Journal Litho- 
graphing Co., Louisville, for Rey- 
nolds Metals. Given just 5 days to do 
artwork, set type and run, this was 
the plant’s first try at foil. 


eight . . . a catalog cover for 
Spiegel Inc., with delicate color, and 
an even lay-down of gold, is an ex- 
ample of high quality in a long run. 
Positives and printing were both 
done by Newman-Rudolph, Chicago. 


mine ...a 12’ high point-of-pur- 
chase unit for Pillsbury is the selec- 
tion of Snyder & Black & Schlegel, 
White Plains, N. Y. It uses a com- 
bination of materials: the cake illus- 
trations are lithoed on vinyl, while 
paper, cardboard and wire are also 
used. A motor-operated flasher il- 
luminates each cake picture in turn. 


ten ... printing on aluminum was 
the challenge met by J. C. Dillon 
Co., New York, in this demonstra- 
tion folder for Reynolds Metals Co. 
A double-faced aluminum sheet was 


’ 
printed in full color on both sides WHAT'S NEW 


by a sheet-fed gravure press. 


eleven ... Meredith Publishing 

Co., Des Moines, also turns to 

Reynolds for its outstanding job of 

the decade. Run in 1955, it was the 

first aluminum foil ad to run in a 

mass-circulation magazine, Better 

Homes & Gardens. It was printed on 

Meredith’s regular letterpress 

equipment, at 850’ per minute, on 

: , ads oe 

ee —— eas” A sixth Fotosetter at Warwick, that’s what! So the world’s 
largest Fotosetter typographic service becomes an even 
better source for all your type needs. 3 to 72 point and 
larger; perfect, smearproof, photo-repro proofs. 

New Papers... 


coo rece” WARWICK TYPOGRAPHERS, INC. 
Paper Makers | 


jnew 920 Washington Avenue « St. Louis 1, Missouri 


cm | Fotosetter 
Move Ahead — 


SERVING 43 OF THE 50 STATES « OVERNIGHT BY AIR SERVICE 
“iuprovements in papen 0) 
ly be sensational, but they are con- 
stantly occurring. And each leaves 
the paper user in a somewhat better 
position, a littlke more able to find 


just the stock that meets his re- SERVICE 3M PRE-MADEREADY ELECTROTYPES 
quirements 


REILLYTYPES * REILLY PLASTICTYPES 
Tuscan To meet the de- Is MORE 


Opaque mands of printers 


er gal sna THAN R.0.P. COLOR NEWSPAPER MATS 


for a text weight paper which will ENGRAVING SERVICE DEPARTMENT 
match Tuscan Cover, Peninsula Pa- JUST A 


per Co., Ypsilanti, Mich., has intro- 


duced Snow White Tuscan Opaque. WORD 

This new paper is considered as ¥. ELECTROTYPE 
an ideal stock to combine with its AKE SHOR 
matching cover stock for booklets AT DIVISION 
and annual reports. It has a high 1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 
degree of opacity and a vellum fin- 
ish. 

While it is currently available in 
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ESSENTIAL 
IN FINE 
PRINTING 


ee 
HARE 


IT WON’T EXCITE IF IT ISN’T RIGHT 


PRINTING & LITHOGRAPHING CORP. 
812 West Van Buren Street + Chicago Iilinois 


PHONE TAylor 9-3380 


you can be sure of this at € y ad A D | L ao A nd 


What's So Special at Northwestern ? 


You Are 


Our completely modern facilities 
are at YOUR beck and call 24 hours 


a day. A two-way radio-con- 


job in a matter of minutes. 


@® QUALITY LINE 
@ HALFTONE 
@ COLOR-PROCESS 


@ ELECTROTYPES STate 2-3939 


NORTHWESTERN 
PHOTO-ENGRAVING CO. 


328 S. JEFFERSON STREET + CHICAGO 
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white only, and in a 38x50 70# 
weight, it can be ordered in othe: 
sizes and weights in quantities as 
low as 2,000 pounds 


Versatile Standard Paper 
Index Mfg. Co.,_ Rich- 

mond, Va, has 
prepared a folder on its James Rive: 
Index, suitable, according to the 
manufacturer, for handling © silk 
screen, letterpress and offset print- 
ing. It die-cuts cleanly and is easy 
to fold. 


. for more details circle 122, page 105 


Lighter A new lightweight 
Than Ever paper has been in- 

troduced by Ecusta 
Paper Products, Pisgah Forest, N. C. 
The paper has a basis weight of 17'%4 
pounds, with a sulphate finish. Ac- 
cording to George W. McCleary, 
sales manager for fine paper, it 
meets a demand from Bible and 
handbook publishers who have been 
using a 20-pound paper successfully. 

The company is now accepting 
trial orders for the new paper, to 
give printers experience in handling 
it. Part of the company’s Waylite 
line, it is suitable for letterpress 
printing. 

A companion paper has been de- 
veloped for offset use. This comes in 
9- and 12-pound weights, claimed 
by Ecusta to be superior in opacity 
and printability to most 20-pound 
stock. 44 


Copying Machine Data 
Offered on Slide Rule 


A slide rule comparator listing 
data on office copying machines 
made by 10 different manufacturers 
is being offered by the Minnesota 
Mining and Manufacturing Co., St. 
Paul, Minn. 

The comparator contains informa- 
tion on machine and paper costs, 
types of copying processes, number 
of copies possible per minute, num- 
ber of processing steps as well as 
details on nine other categories. 


. for more details circle 123, page 105 


Heinn Company Issues 
Folder of Products 


Forty-six basic types of binders, 
indexes and other products are de- 
scribed in a new presentation fold- 
er of the Heinn Co., Milwaukee. 
The folder is designed so that the 
company’s products are shown in 
comparison in a mass_ display, 
rather than on the individual pages 
of a conventional booklet. 


- for more details circle 124, page 105 





Your company house organ can 
be one of your most important 
sources of inquiries, if you use 
the right techniques to pull them 
from readers. 


By W. H. Depperman 
Director of Public Relations 
Link-Belt Co 

Chicago 


The development of the literature 
inquiry offers so much of value to 
the company-published external 
house organ, that it is surprising 
publishers and editors of externals 
have neglected this useful tool for 
so long. 

The production of literature in- 
quiries has these immediate advan- 
tages: 


1. Inquiries are one of the valid 
proofs a publication is being read; 


> Let’s look into these three bene- 
fits. 


1. Inquiries are a valid proof a 
publication is being read. We who 
have served time in advertising 
or who have only glanced off adver- 
tising—know that literature in- 
quiries are considered a good indi- 
cation that people are seeing our 
advertising. However, the number 
of inquiries an advertisement pro- 
duces may have no bearing on the 
total effectiveness of the advertise- 
ment itself. While there are some 
products or services which require 
that advertising be devoted almost 
exclusively to the development of 
inquiries, many advertising pro- 
grams completely ignore this op- 
portunity. 

It is of course strange that any- 
one would spend money for product 
or service advertising and not try 


January 


1700 * Gig * #! 


19th in AR's series on externals 


uguiries ? 
oe Your 
xtorumal 


his level best to produce advertis- 
ing which would blaze the shortest 
possible trail to a sale. An inquiry 
can be this shortest line between 
a prospect and a sale. That is why 
the development of inquiries can 
become so vital to an external. It’s 
not too often that externals are ex- 
pected to produce sales leads. 

What is significant about the lit- 
erature inquiry is that you can 
produce an inquiry only if the me- 
dium in which you offer your lit- 
erature is seen and read. Hence, any 
advertisement or publication which 
produces a substantial number of 
literature inquiries must have been 
seen and read. 

If you find that you cannot build 
up literature inquiries from your 
external, you'll know that your lit- 
erature is of no interest to your 
readers or that your publication is 

-+.continued on page 47 


Link-Belt Company, Dept. 39, Prudential Plaza, Chicago 1, Illinois 
Please send me the books and folders which | have checked below: 
(12657 ([] 2747 [)2760 [] 2539 [])2716 [] 2294 [] 2423 
(12425 (2274 [2875 [2744 [] 2465 [] 2617 ([) 2725 
(2454 [)2618 [2775 [) 2636 [)2777 [)2410 [2753 
[] 2403 [2724 []2363 [] 2497 [] 2845 [] A-2029 [7] Steel Issue 


2. Inquiries can produce valuable 
sales leads; 


| 
| 
| 
3. Externals can pull inquiries con- 
sistently over a wider range of lit- | 
erature than almost any advertis- | 
ing program. | 
ni niet | Name Title 
Companies with large diversified 
product lines and which print nu- | 
merous kinds of informative litera- | 
ture such as technical leaflets or | 
books, application or maintenance | 
manuals, product books, catalogs | 
and the like, have a special reason 
for exploring this field if their ex- 
ternal is directed to an up-to-date 
customer-oriented mailing list. 


Address | ____ Company _ 


City — Zone State 


(] Need for immediate use. [] Need for files. 


All-Important Coupon Don't omit the coupon if you want substantial response, 
the author points out. The two boxes at the bottom of the coupon help qualify respon- 


dents. A third, ‘Please send salesman,’’ was dropped when only | of 450 used it 
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ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 


ALLIED’S LINE* 


IMPULSE COLORS—Bright and vibrant to stimulate reader action and response. 
ideal for mass market direct mail selling to gain attention...to get returns. 


Flame Pink - Sulphur Yellow . Pumpkin - Summer Green . Indigo 


INFLUENCE COLORS— Subdued, yet having rich appeal to create an impression or mood. 
Best for giving your products or company the “feeling” you want it to have. 


Sandstone - Rosewood - Smoketone Blue - Aspen Green - Buckskin 


¥ inciudes bond and offset stocks in popular sizes and weights—envelopes in all colors— 
card and cover stock—and Colorcraft text and accent ink colors are available from IPI. 





° Reg. Pend. 


CONTACT YOUR NEAREST COLORCRAFT DISTRIBUTOR FOR DETAILS AND PRINTED SAMPLES 
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not read by the kind of readers you 
want. Therefore you have an auto- 
matic mandate to make a thorough 
analysis of your publication and 
possibly of your literature and re 
jigger it with a sales potential 


2. Inquiries can produce sales 
leads. It is idle to regard the litera- 
ture inquiry only as a means to dis- 
tribute literature. The distribution 
must be where it counts. 
While a certain amount of literature 
is sent out merely to satisfy idle 
curiosity, literature is produced for 
two major useful purposes. 

The most important reason for 
distributing literature is for an im- 
mediate use. A check into the rea- 
sons why literature is requested can 
reveal that anywhere from 10 to 
23% of the literature is required 
for immediate use. That means the 
product or service described by the 
literature is required right now, and 
if the inquiry is followed up a sale 
can result. 

The literature is 
requested is for a literature or cat- 
alog file. At a later date, if your 
literature is available to a customer, 
it will help you make a sale. 

Much product literature acts like 
a mail-order 


made 


second reason 


catalog. Purchasing 
agents, engineers, designers, drafts- 
men, architects—whoever the buy- 
may be—try to build up their 
catalog libraries. When the occasion 
arises for the purchase of a product 
or piece of equipment, the buyer 
can never buy your item if he does 
not have your literature or catalog. 
So it’s highly desirable to get your 
material in the hands of 
buyers. 


The 


ers 


eventual 


assistance an external can 


give a sales organization by the de- 
velopment of literature inquiries is 
a bonus that not only helps justify 
the existence of the publication, but 
can be made one of the prime rea- 
sons for publishing an external. 


3. Externals can pull inquiries 
consistently over a wider range of 
literature than almost any adver- 
tising program. Only infrequently 
is an advertising program geared to 
offering all of a 
line of 


company’s wide 
Even then, it is 
rare when, within a relatively short 
span of time, it is possible to solicit 
consistent inquiries for the entire 
line. If the external house organ is 
directed to customers and potential 
customers, it is the one medium 
which can most easily bring the lit- 
erature and the customer together. 

A regular literature department 
in an external publication can be 
the single most widely read fea- 
ture, if it contains the widest possi- 
ble range of literature. 

Assuming the inherent interest 
of the literature itself, the litera- 
ture department of an external can 
include practically all of the ger- 
mane literature the company pub- 
lishes and can present it regularly 
on a programmed basis with re- 
peated listings of selected items to 
produce the relative emphasis or 
mix desired. This requires some 
bookkeeping which is often abhor- 
rent to an editor but in thi. case, 
it can be tolerated. 


literature. 


> Significantly, the regular use of a 
literature department can produce 
as high as 50% of all literature in- 
quiries developed by any means 
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AN ‘ADVERTISING AGENCY’ IN 
A 5x8 FILE! 


Reach into this file 
USEABLE FACTS and IDEAS! 


Here's an effective new advertising tool that 
will make your work easier and more p o.it 
able! Our research group has compiled and 
edited a wealth of outstanding art, copy. 
sales promotion and merchandising ideas. 
These — from thousands of books, magazines, 
reports, letters and mailings. Get this ‘‘gold 
mine’’ of ideas in a handsome, easy-to-use 
Card File Cabinet. The file has 450 printed 
and indexed 5x8 cards .. . all crammed with 
successful, tested and proven facts and... 


¢ Art, layout, format and design ideas 
Reproductions of the ‘‘100 Greatest Ads 
380 Copy generating headlines 
160 ‘Action’ words 83 
90 Letters for— Sales, New Accounts, Collections 
Merchandising Pians, Displays and Promotions 
Magazines giving Free Publicity— 150 names 

Mail Order— ‘‘inside’’ facts— Check Lists, etc 

110 unusual items with suppliers addresses 

19 Charts covering: Typography to Postal Rates, etc 


You even get a generous supply of blank 
cards to add your own ideas and clippings. 
Use the File EE for 15 days! If you don’t 
agree that this is the most profitable-idea 
stimulating tool ever, return it and owe noth 
ing: Remember— just one good idea will re- 
turn your $25.00 investment many times over 


Serkez Advtg. File, 1133 Broadway N.Y. 


I am enclosing $25.00-YOU pay the postage « 
(Money Back Guarantee applies) ® 


. 
Bill Me Bill Firm: $25.00 Plus Postage § 
* Attach this Coupon to your Letterhead Business « 
® Card or Purchase Order! ° 


Incentive’ phrases 


EASY WAY 
TO STAY 
ON THE BALL 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising book 
that 
ball. 


Requirements is one 
enables 


The 


them to stay on the 


president of New 


one 
York Agency, for example, says 
“Advertising Requirements is help- 
ing me to keep my staff up to date. 
I am requesting that all creative 


and production personnel read it 


thoroughly.” If you have any 


doubts about seeing every issue, 


we suggest you enter your own 


personal subscription at once. 
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sparks campaign for Hamilton! 


Distractions abound for today’s shoppers . .. which 
means your point-of-sale display requires “plus” 
eye-appeal to make an impression! 
That’s why Hamilton Watch Co. selected KCS to 
produce its animated display for Weatherproof Watches 
for KCS skill, experience and facilities combine 
with years of merchandising know-how. The result for 
Hamilton? An idea that sparked the Weatherproof 
Watch promotion — and a display whose functioning 
barometer adds to its long-lasting value and appeal ! 
Put KCS to work on your point-of-purchase display 
problem! Remember, experience tells — and sells — 
with KCS “sales engineered” displays! 
MILWAUKEE Kirby-Cogeshali-Steinau Co., Inc. 
606 E. Clybourn St., Milwaukee, Wis. 
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SERVICE TYPOGRAPHERS INC. 
723 S. WELLS ST., CHICAGO 7, ILL. HArrison 7-8560 


(+ i 
ee dies 


is cD * January 1960 


products. Put it another way, the 
use of a literature department in 
an external can double the number 
of inquiries a company receives. 

There is sometimes a fear that 
literature inquiries produce low 
quality inquiries. This need never 
be the case if you word your offer 
to limit it to the persons you want 
under conditions you establish. You 
may limit your offer to purchasing 
agents, chief engineers, officers, etc. 
You may limit certain literature to 
certain categories. 

The literature department itself 
has certain rules. 


1. The headline should be descrip- 
tive and contain the word “Free” 
if there is no cost. 


2. Literature should be listed by 
number as well as title. 


3. Descriptions of each item should 
include salient facts, and _ always 
include the number of pages which 
often clues the relative importance 
of the literature. 


4. Illustrate as many items as pos- 
sible, using either picture of the 
product or of the cover of the pub- 
lication. Only a few illustrations are 
better than none. 


5S. Make it easy by using a coupon 
on which you list the number or 
titles of all items. A postcard will 
produce better results than a cou- 
pon which must be clipped out and 
returned in an envelope but it costs 
more, can be prohibitively costly 
with large circulation publications. 

Handling of inquiries must al- 
ways be prompt and the channels 
well established and kept well-oiled. 
Inquiries from readers must come 
to one place only. From that place 
they should be distributed on the 
day of receipt to regional sales of- 
fices. In-person delivery is indi- 
cated when, if coupons have been 
checked accordingly, the inquiry in- 
dicates immediate use is contem- 
plated. In-person delivery is al- 
ways best but if mail delivery is 
necessary, it should be from the 
nearby office. Delivery of literature 
can be an excellent opportunity to 
break the ice with new customers 
and vary the approach with old 
customers. Mailing literature from 
the home office is the least desira- 
ble method of getting literature into 
the hands of a potential customer. 


> If you don’t have a literature de- 
partment in your external, make a 
check of the literature you have 
available, discuss the subject with 
your sales manager and it’s almost 
a cinch you'll have the authority 
to get going right now. And you'll 
never regret it. 44 





The ABC of 


DOP ILICAINS PLAT EMA OING 


Many advertisers know that electrotypes and 
other duplicate plates are an important produc- 


tion element, 


By J. Homer Winkler 
Technical Advisor 

Batelle Memorial Institute 
Columbus, Ohio 


The letterpress process of print- 
ing utilizes original printing mate- 
rials, duplicate printing plates, or 
a combination of these. Original 
printing materials may consist of 
photoengravings, type, or hand-en- 
graved plates. Duplicate plates are 
replicas, or duplicates, of original 
printing surfaces or of previously 
made duplicate plates or combina- 
tions of these. The original material 
may be duplicated in individual 
units or from forms in which two 
or more units have been assembled. 
Frequently, pattern plates are used 
in making duplicate plates. These 
pattern plates contain one or more 
units and have been especially fin- 
ished to be suitable for molding 
operations. 

There are four kinds of duplicate 
printing plates: electrotypes, stereo- 
types, flexible (molded rubber) 
plates, and plastic plates. The intro- 
duction of duplicate plates for let- 
terpress printing has made possi- 
ble the economical high speed 
production of long runs on rotary 
and flat-bed presses. Of special 
significance is the fact that duplicate 
plates can be curved for use on 
rotary presses. This feature has 
been an outstanding contribution 
to the fabulous development of 
magazine and newspaper printing. 

Duplicate plates are less expen- 
sive than original materials and 


This article is adapted from a talk pre- 
sented before the Intl. Assn. of Printing 
House Craftsmen. 


provide economy and insurance fea- 
tures through their use. Because a 
quantity of duplicate plates can be 
made from a single subject, such as 
a magazine page, a label, a carton 
or brochure, jobs can be run more 
than one-up and simultaneously on 
more than one press. This permits 
the completion of long runs with a 
minimum of press time. 

Another advantage of using du- 
plicate plates is that of protecting 
the type and original photoengrav- 
ings from press wear. The largest 
volume of duplicate printing plates 
are bought for use by magazine 
and book publishers, advertising 
agencies, folding box, carton and 
label printers, trade publications, 
commercial printers and for news- 
paper printing. Each duplicate plate 
has specific advantages and, as a 
result, the use of the various kinds 
of duplicate plates has built up 
around these characteristics. The 
competition for markets between 
duplicate plates is negligible; gen- 
erally, the choice of the kind to use 
is clearly indicated. 


> Although the production methods 
used for making the various kinds 
of duplicate plates differ widely, 
the basic steps are the same for all. 
A mold is made of the original ma- 
terial and a plate is then formed 
in the mold. A number of duplicate 
plates can be produced from a 
single mold. 

For electrotypes, a metal shell 
is first electroformed in the mold. 
After removal of the shell from the 
mold, the shell is filled in with a 
low melting point lead alloy, elec- 
trotype metal, thus providing a rigid 
plate with a long-wearing surface. 


but few know which is' which. 


Modern methods of duplicate plate- 
making permit equaling the print- 
ing quality of original materials. In 
some cases this quality is actually 
improved. 


> The stereotype was the first 
duplicate plate. About 1700, the 
soldering together of the bottom of 
type characters in a form provided 
a solid plate, hence the name, 
“stereotype.” Plaster of paris molds 
were then tried about thirty years 
later. Casts of type metal were made 
in the molds of single pages. The 
papiermache matrix was used suc- 
cessfully in France in 1848. Since 
that time progress has been rapid. 
The wet mat was introduced com- 
mercially in this country for news- 
paper use about 1854. 

The largest volume of stereotyp- 
ing in this country is for the news- 
paper industry. Flat stereotypes are 
used for direct printing by smaller 
papers, while curved stereos are 
used by the larger newspapers for 
their high-speed rotary web-fed 
presses. Flat stereos of advertise- 
ments are used in making up full- 
page forms. The wet mat was long 
ago replaced by single sheet matrix 
materials known as dry mats. The 
mats are softened for molding by 
permitting them to absorb moisture 
in a conditioning cabinet. Molding is 
accomplished by using a roller or 
direct-pressure presses. When 
curved stereos are wanted, the mat 
is dried and formed into the proper 
curve on a device designed for the 
purpose. The mat is held in the 
curved position during the casting 
of the plate. 

Stereotypes are also used for 
printing books by a few companies. 
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Commercial printing of newspape: 
quality is usually done with stereo- 
types. 

The advantages of stereotypes as 
compared with other duplicate 
plates are relatively low cost, the 
speed with which they can be made, 
their ability to be cast in the curved 
shape and that they can be plated 
with nickel or chromium for long 
press wear. Facilities for making 
mats and stereos are readily avail- 
able. 

Stereotypes are not as deep o1 
sharp for printing as electrotypes. 
Flat stereos cannot be curved nor 
can they be finished to a precision 
printing plane as can electrotypes 
The process is not adapted to repro- 
duce detail and fine lines, and the 
plates do not have as long a print- 
ing life as electrotypes, unless they 
are plated. Extreme care must be 
exercised to maintain color registe: 
and printing depth in making a set 
of stereos; although this can be 
done, the controlled procedures add 
to the time and cost of manufacture. 


> The electrotype is the finest of 
duplicate printing plates. They can 
be made flat (mounted or un- 
mounted) or curved. Their thickness 
can be varied over wide limits; and 
their wearing life can be increased 


Thy \ 


by using nickel-faced plates called 
nickeltypes, as compared to the usu- 
al copper-faced electrotype. The 
finished plates may be chromium- 
plated, if desired, for extreme press 
wear. Electrotypes may be “fin- 
ished”, i.e. leveled to impart an ac- 
curate printing plane to the surface. 
Many defects in the original mate- 
rial can be corrected in the electro- 
type. A thick-shelled electrotype is 
an excellent molding pattern for 
making other duplicate 
Makeready may be 


plates. 
incorporated 
in electrotypes. Revisions and re- 
pairs are readily made. Electrotypes 
retain all of the printing depth and 
sharpness of the original. Manufac- 
turing controls are available for use 
where extreme accuracy of dimen- 
sional reproduction is required. 
Advantages of electrotypes as 
duplicate printing plates are their 
accuracy of reproduction, sharpness, 
and retention of printing depth. 
They are relatively inexpensive and 
can be made rather quickly con- 
sidering the number and complexity 
of the operations involved in their 
manufacture. Electros can be ma- 
chined for almost any kind of at- 
tachment for printing. Electrotypes 
are long-wearing and when made in 
the curved laminated form are su- 


perior for high-speed multi-color 
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rotary press printing. 

Their disadvantages are few. They 
do require a longer time to make 
and cost more than other duplicate 
plates. Electrotype metal is heavy, 
and it does not have the resistance 
to impact, to mashing and to distor- 
tion in relation to its specific gravity 
that is desired. Electrotypes cannot 
be assembled into large single-piece 
full-size plates for the press, such as 
can be done by step and repeat 
photoprinting in offset printing. Be- 
cause of this, most electrotypes are 
made in single-page size or at most 
four-page plates (dependent upon 
page size). This procedure requires 
the positioning and attachment of a 
relatively large number of individ- 
ual plates in dressing a press. Color 
jobs increase this number still fur- 
ther. These disadvantages are far 
outweighed by the flexibility of use, 
printing life and quality and desir- 
able characteristics of the electro- 
type. 


>» Flexible plates are made by pre- 
paring a mold of the original, using 
a heated platen press. A thermo- 
setting resin, phenolic condensate, is 
almost universally used as the mold- 
ing material. The uncured rubber or 
elastomer is then placed in the mold 
and another cycle of heat and pres- 
sure forms the plate. Finishing op- 
erations serve to adapt the plate for 
printing machine attachment. 

Flexible plates are used infre- 
quently in commercial printing. 
Their principal application is in the 
printing of business forms, en- 
velopes, pocketbooks, trade books, 
telephone directories, paper bags, 
corrugated board, milk cartons, pa- 
per cups, and cellophane and other 
plastic films. 

There are obvious advantages in 
the use of flexible plates. They do 
not crush or harm the material be- 
ing printed and vice versa. Less ink 
is used and thus drying is accom- 
plished more rapidly. Aniline, spirit, 
and water-base inks can be used 
with flexible plates. A wide variety 
of means for attaching the plates to 
printing machines are _ available. 
They can be made quickly, are in- 
expensive and have a long printing 
life. Because of their light weight 
they can be attached to cylinders or 
to paper wrap-around plates for 
high-speed rotary printing without 
danger of coming loose. 

Flexible plates are adversely 
affected by oil and the usual letter- 
press inks. They require a more 
careful makeready than metal plates 
for good printing. Halftones finer 
than 85-line screen are most diffi- 
cult to print with flexible plates. 
Extreme care in making the plates 
and grinding the backs of the plates 





must be exercised to obtain uni- 
formity of plate thickness. Unless 
properly cleaned and stored, flexi- 
ble plates will harden or deteriorate 
They cannot be revised or co 
rected. It is simpler and quicker to 
make a new plate. 


> Plastic plates are characterized 
by lightness in weight, long-wear- 
ing surface, excellent ink trans- 
ference, low cost, speed of manu- 
facture, and machineability. 

There have been many thermo- 
setting plastic plates introduced 
from time to time. For some reason 
their use has failed to extend out- 
side of the market area of the 
platemaker responsible for their in- 
troduction. 

Plastic plates are made by a com- 
operation. A 
thermosetting mold is first made of 
the original material. The thermo- 
plastic resin plate material, in the 
form of powder, or 


pression molding 


granules, or 
sheet, or a combination, is placed 
in the mold and pressure molded 
at an elevated temperature. The 
removed from the 
mold and finished for use. Plastic 
plates can be patched but surface 
defects cannot be corrected, as can 


plate is then 


be done with an electrotype. 

The largest volume of plastic 
plates are used for newspaper ad 
plates. Their light weight permits 
savings in shipping costs. They are 
durable enough to withstand the 
molding of a full-page newspaper 
mat. The second major application 
for plastic plates is in the book 
printing industry. Several compa- 
nies operating their own platemak- 
ing facilities have reported mate- 
rial savings in plate costs over that 
of electrotypes. 

A number of attempts have been 
made to use curved plastic plates 
in commercial and magazine rotary 
press printing. At most, a moderate 
success has been reported and no 
sizeable application of plastic plates 
to this area is known. Some plastic 
plates are used by a few folding 
paper box printers. It is not likely 
that this application will expand. 

The development that is badly 
needed in this field is that of a 
plastic, less expensive than present 
materials, but with the same re- 
sistance to wear. It should permit 
the premounting, premakeready, 
and preregister of a multiplicity of 
plates into large units. Some plastic 
plate users also want a plastic plate 
that can be hand-finished. This is 
quite an order, but not impossible 
of fulfillment. 


> As with original printing surfaces, 
duplicate plates possess important 
and unique characteristics for let- 


terpress printing production. Each 
kind of plate has its advantages, its 
natural market, its fringe applica- 
tions. Within the next few years, 
duplicate plates will face their most 
serious competitive challenge from 
original plates. 

The new one-bite and high-speed 
etching bring photoen- 
gravings into the competitive area. 
Another threat is presented by the 
duPont Dycril photopolymer plate. 
Undoubtedly, other similar kinds of 


processes 


Clever Cutaway 


comstauctios 


original plates of photosensitive 
resins will be developed. The elec- 
trotyping industry will be the prin- 
cipal target for such competitors. 
Most development needs to be done 
in the whole area of printing plates. 

The duplicate plates industries 
have a creditable record of ad- 
vancement, and there is every rea- 
son to expect an acceleration of re- 
search and development efforts in 
this field. There are both opportuni- 
ties and challenges ahead. 44 


Base page (left) of Winchell-patented 


brochure carries complete product illustration. Two of the 


die-cut overlay pages have been removed and their top 


portions placed to right of base page for comparison. On 


illustration above, black mounting paper has been placed 


behind show-through areas of die-cut pages 


Flip Tricks ... 


Product illustrations 
Get 3-D Treatment 


A process by which complex 
product illustrations are given a 
three-dimensional effect has been 
patented by Winchell Co., Phila- 
delphia lithographers. Designed pri- 
marily for illustrating machinery or 
other complicated products, the sys- 
tem utilizes a brochure which re- 
sembles any other brochure except 
in two respects: 


e The same illustration is repeated 
at the top of each page. 


e The inside pages are die-cut, re- 
moving certain portions of the illus- 
tration. 


A “base” page at the back of the 
brochure contains the complete 
illustration. The series of die-cut 
overlay pages preceding the base 
page each contains portions of the 
illustration registered over the base 
page illustration. The pages some- 
what resemble paper stencils, each 
with a different area left in. Thus, 
the different elements of a piece 
of machinery, for instance, can be 


assembled upon the base sheet sim- 
ply by turning pages. 

Besides giving a three-dimension- 
al effect, the die-cut overlay sheets 
function as would an actual cut- 
away model of the product itself. 
Each page contains space for de- 
scribing the product features illus- 
trated on that particular page. 


>» Material prepared by the Winchell 
process can be adapted for use in 
catalogs and direct mail pieces as 
well as brochures. It can also be 
used in insert advertisements and 
point-of-purchase displays. 

Rights to the new process are 
currently retained solely by Win- 
chell Co. However, plans are being 
formulated to license printers in 
other parts of the country to use the 
process. 


+ for more details circle 115, page 105 


Commercially Printed 
Samples in Mead Kit 


A paper company has created a 
sample kit stressing jobs produced 
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MEET THE REAL KINQ... 
whose wish and dosino is LAW! 


Everybody bows to the wants of a child. 

Like 

Mom and Dad to bring forth — 
( 


and as his subjects, they 
disobey. 


a King on his throne he orders 
are not 


What are the presents he wants most? 


Why, the Child Appeal premiums produced by the Sam Gold Mfg. ae of 


course. Yes, for over a quarter of a century Sam Gold Mfg. has produced 
exactly the premiums youngsters want most. By tying these proven sales 


stimulants in with your product... no matter what BBecs you can get 
millions of little kings across the country to say: 


“Mom, please get that for me!” 


The dramatic proof is in our files. Custom-created Child Appeal promotions 
have increased sales 30% to 60% for companies using Sam Gold Mfg. Pre- 
miums, Sam Gold’s kingly salesmen have sold soap, cereal, milk, drugs, 


appliances, even automobiles, for the nation’s largest manufacturers. Why not 
let them help you sell your product ? 


Write or phone today without obligation and find out how you can harness 


the selling power of the real kings—American children, the world’s greatest 
sales force! 


NATIONAL BISCUIT CO. 
VICKS CHEMICAL CO. 
SWIFT & COMPANY 


USE CHILD-APPEAL 
ae oe 
INCREASE SALES 


KITS 


-— “*4 \ 
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one’ DIFFERENT 
a om “4 ; 


IN NABISCO 
WHEAT HONEYS AND RICE HONEYS 


Now kids can get a real life-like Disguise Kit inside their favorite cereal. 
Made of Plastic in full color and in 3rd dimension. Eyes, mustache, lips! 
An entire series of 8 different designs to fool and mystify their friends. 


What child wouldn’t sell his mother on buying this cereal so he could get 
this Disguise Kit free? 


SECRETS OF THE 
Tilt Sb 
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Free 
Magic 
Book 


Just buy a 3-pack of Vicks 
Cough Drops and Presto 
. - you are a second 
Houdini or Thurston. Be- 
come a magician over- 
night—learn the innermost secrets of America’s 
Kids can get this 16-page full 
Book free with the purchase of a 


Inside every package of Swift Frankfurters, kids 
found an action 3 dimensional cardboard cut- 
out in full color of their favorite baseball player. 
15 in the series. Beautiful life-like reproductions 
of America’s top baseball stars. The campaign 
was a big hit with kids and Swift dealers. 


top magicians 
color Magi 


Vicks 3-pack. 
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CHICAGO: 343 S. DEARBORN ST. (4) HARRISON 7-4634 
NEW YORK: 40 W. 20TH ST. (11) WATKINS 4-6612 


SAM GOLD MFG. CORP. 


Creators and Manufacturers of Child Appeal Promotions 
for over a quarter century. 


a 
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under normal, rather than deluxe, 
conditions. 

The company is Mead Papers 
Inc., Dayton, Ohio. It believes too 
many demonstration pieces show 
the creations of talented designers 
and are produced by top notch let- 
terpress printers and lithographers. 
It pointed out that for many buy- 
ers, a better point of comparison 
shows printed pieces done commer- 
cially, under normal production 
conditions, in plants under ordi- 
nary commercial conditions. 

The Mead kit, described by the 
company as being valuable to print- 
ing designers, art directors, produc- 
tion men and other workers in the 
graphic arts interested in proper se- 
lection of papers, shows letterpress 
jobs with halftones and four color 
process, offset lithography on coated 
and uncoated grades, 
gravings, etc. 

Copies are available. 

- for more details circle 116, page 105 


steel die en- 


Kodak Ektalith Method 
Offered Offset Users 


Eastman Kodak Co. has _ intro- 
duced a new photographic system 
for use in reproducing documents in 
quantities of 10 to 1,000. 

The company calls it the Ektalith 
method and claims that the system 
can be used to reproduce all types 
of documents from letters to engi- 
neering drawings. It can make paper 
masters for offset reproduction, or a 
limited number of direct 
without using offset. 

According to the company, the 
Ektalith method can be used in con- 
junction with a conventional micro- 
film enlarger to produce masters 
from positive microfilm records of 
correspondence and engineering 
drawings. 

The company is offering a folder 
describing the process. 

- for more details circle 117, page 105 


copies 


Folder Describes 
Newest Binding Methods 


Newest and most efficient filing 
and binder techniques developed by 
Acco Products, Ogdensburg, N. Y., 
are described in a folder entitled 
“Ideas That Save Time & Space.” 

The 12-page, generously illus- 
trated folder presents a variety of 
Acco binders which take up a mini- 
mum of file drawer space and do not 
spread and sag like ordinary ma- 
nila folders. Other binders and 
folders designed for saving storage 
space and filing time are also 
shown. The descriptive brochure is 
available without charge. 

- for more details circle 118, page 105 





Bill Veeck gives some of 
his secrets in building baseball 


attendance to new highs. 


By Betty Aulenbach 


The president of the Chicago 
White Sox grinned, leaned back in 
his chair and began giving his views 
on big league sales promotion. 

“lm selling baseball,’ said Bill 
Veeck, “not gimmicks.” 

The White Sox sales promotion 
specialist—the man who has 
dreamed up more zany ideas for 
getting the fans out to the park than 
any other baseball promoter of the 
past, or any other, season—had just 
been asked how much he used gim- 
micks, or other forms of specialized 
promotion, outside of the ball park. 

His answer: “Not at all.” 


> The man whose unusual ball park 
promotions are widely credited with 
playing no small role in boosting 
Comiskey Park attendance from an 
uninspiring 797,000 in 1958 to more 
than 1,422,000 in 1959, did so by such 
means as: 


® Giving away 50,000 nuts and bolts 


Re al 


PIOMCTion 
big league style 


to a fan who found a lucky number 
hidden under his ball park seat. 


e Presenting 36 live lobsters to a 
similarly lucky rooter (the lobsters 
came before he had had a chance to 
leave the park). 


e Bringing on a circus to keep fans 
entertained during the intermission 
in a double-header. 


@ Presenting a public cow-milking 
contest—with Sox players milking 
furiously against members of the 
opposing team—during a 
double-header _ break. 
came off second best.) 


similar 
(The Sox 


> “We don’t advertise these things in 
advance,” said Mr. Veeck. “This 
kind of promotion must be spon- 
taneous. 

“Our purpose is not to attract 
people for this particular day, but 
over a long period of time . . to build 
up a feeling that baseball is a form 
of entertainment, not a grim thing of 
making a dollar.” 

From there, the man who has 
made many a dollar in the magic 
world of baseball, went on to ex- 
pound his sales promotion philos- 
ophy in greater detail. 

“To give away 1,000 cans of beer 
is, in itself, nothing,’ Mr. Veeck ex- 
plained, “but to give 1,000 cans of 
beer to one person is something else 
again.” 


> There was the fan (he, too, found 
a lucky number beneath the seat) 
who won 1,000 ice cream bars, de- 
livered to him all at once with just 
enough dry ice to keep them intact 
until they got to his front door. 

What can one man do with so 
many melting ice cream bars? 

Bill wasn’t sure. He suspected the 
fan gave away as many as possible, 
still had more left than he knew 
what to do with and that, somehow, 
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ORCHAWAII SALES DIVISION 


ORCHIDS OF HAWAII, INC. 
NATIONAL SALES OFFICE 
305 7th Ave. * New York 1, N. Y. 
Telephone ORegon 5-6500 


CUSTOM DESIGNED 


AWARDS 


INDUSTRY 


“OSCARS” 


from 


HOUSE 


of 
W ll 
American Home Laundry 


Mfgrs. Assoc. Award for 
Annual Consumer Contest 


SEND FOR FREE IDEA FILE! 


See how other advertising agencies and 
manufacturers use special awards, industry 
“Oscars"’ and desk pieces to 

@ “spark"’ an ADVERTISING CAMPAIGN 
@ “sweeten-up" a SPECIAL PROMOTION 
@ ‘wrap up" a DEALER LOADING PRO- 

GRAM 

Send for stimulating idea file . . . it's 
yours via return mail. Just write to 


CHICAGO 3. ILLINOIS 
oe ee ER 


Tel: CEntral 6-6320 
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Promotions 


Mr. Veeck’s own personal list of spe- 
cial promotion days rivals that of the 
United States Chamber of 
They began last year on opening day 
with free beer and pop to all patrons, 


*mmerce. 


plus a fireworks display. From there on 
out it was one special day after an- 
other. There were: 

@ Mothers Day, upon which all mothers 
were admitted free and given an orchid 
upon presentation of a picture of their 
families 


. 3 SYD] 


® Bartenders Day and Night, with 30,- 
000 free box seat tickets given away 
for a day and a night game 


® Taxicab Drivers Day and Night with 
another 30,000 tickets given out 


® Honor Student Days, five Saturdays 
on which every straight “A” 
Chicago high schools 
free box seat tickets 


student in 
received three 


@ S & H Green Stamp Day. when each 
lady patron received 150 green stamps, 
was entertained at the park with a 
style show and got a crack at winning 
S & H green stamp premium items and 
an automobile 

®@ Little League Day. on which all Chi- 
cago area Little Leaguers were guests 
of the White Sox 

@ Barbershop Quartet Day, with 800 
barbershop quartet 


members singing 


from the field between games 


®@ Dairy Farm Day, with a roping and 


riding exhibition by pitcher Early 
Wynn, and a cow-milking contest in 
which three Sox players challenged 
three of their counterparts from the 


Boston Red Sox 


this was the point of the whole 
thing: Just too many melting ice 
cream bars for one lucky guy made 
everybody remember the gimmick. 
Bill wasn’t sure either what the 
winner of the 50,090 nuts and bolts 
did about his prize, but the White 
Sox executive seemed to enjoy won- 
dering. 
“Tmagine,” Bill, in 


said amused 


de luxe 

® Steel Workers Day, at which time all 
steel workers out on strike were invited 
to attend the game free upon presenta- 
tion of a union or plant identification 
card 


‘ 
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@ Pony League Day, on which Chicago 
area pony leaguers were Sox guests 


@ Memorial Day. with a drum and 


bugle corps performing between games 
® Nellie Fox Night. 


@ Smith Night, in honor of Sox outfield- 
er Al Smith, with all persons named 
Smith invited to the game as his guests 


In addition, some strange things took 
place during games on undesignated 
days and nights. For example: 


@ On May 26 there was the sudden 


landing of a helicopter from outer 
space. Invading space men turned out 
to be midgets, plus the two smallest 


Sox players—Luis Aparicio and Nellie 


@ At a later date, the introduction of a 
park pizza concession was kicked off 
by presenting free pizzas 


with finger bowls. 


complete 


@ Next came a Christiani Brothers cir- 
cus spectacular between the two 


games of a double header. 


® A cricket exhibition game followed 
later. 


® A dog obedience and training show 
sparked up another doubleheader in- 
termission. 


@ There were, of course, a number of 
“Ladies’ Days.” 


But everybody has those. 


speculation, “all that scrap metal 


sitting on his front porch.” 


> Does he ever run into a backfire? 
He hasn’t run into a sorehead ice 
cream bar or live lobster winner 
yet, said the Sox president, although 
some of his more dramatic promo- 
tion schemes have boomeranged. 
There was the time he put the 
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Gifts and Gags 


During the 1959 baseball season, 25 
games were designated by Mr. Veeck 
and staff as “giveaway days.” Prizes 
included the following: 

Sun tan lotion to all bleacher fans 
Free beer and soft drinks to all patrons 
1,000 pounds of salt blocks 

1,000 pounds of poultry feed 

1,000 pounds of fertilizer 

3 live burros 

6 live guinea pigs 

Crate of chickens 

Crate of ducks 


Electric fan 

1,000 cans of Chinese noodles 

1,000 tickets to a single Sox game 

Two box seats, plus free baby sitting 
service, for 21 night games 

50,000 assorted screws 

$0,000 assorted nuts and bolts 

500 cans of fried grasshoppers, ants 
and bees 

500 jars of iguana meat, whale meat, 
rattlesnake and fried sparrows 

Free rental of 500 tuxedos and free re- 
served seats for one game to the 500 
tuxedo-wearers 


midget in the lineup back in his 
days with the old St. Louis Browns. 

“The midget got a base on balls,” 
said Mr. Veeck, “and you would 
have thought I had come out in 
favor of crime or against mother- 
hood or something. The_ incident 
hastened my departure from the 
American League.” 


> A similar promotion in his days 
with the Cleveland Indians caused 
some unfavorable comment, too. 

“In Cleveland we won the pennant 
in °48,” he explained, “and lost it in 
*49. So we had a horse-drawn hearse 
and a minister. The players all came 
out on the field in mourning, the 
pennant was put in a casket and we 
buried it in a grave we'd dug out in 
center field.” 

Not all the fans liked the idea. 
But most of them did and, appar- 
ently, Mr. Veeck was one. 

“Usually when you poke fun at 
yourself,” he said, “it takes a great 
deal of the curse off things like 
that.” 


> Mr. Veeck stared out of his office 
window past a handsome, handmade 
mobile—a gift from a baseball-lov- 
ing friend. It consists of a card- 
board silhouet of a ball game scene, 


36 live lobsters delivered to winner's 
seat 

1,000 hamburgers 

1,000 Kosher hot dogs 

1,000 cans of beer 

1,000 bottles of soft drinks 

1,000 pies 

1,000 cupcakes 

Golf cart 

25 steel Christmas trees 

10,000 tickets to a minor league game 
in Michigan City, Ind. 

100 free dinners 

22,000 Fig Newtons 

1,000 ice cream bars 

Season passes 

1,000 dill pickles 

Broiler 

Rotisserie 


1,000 cans of dog food and a puppy to 


Over 100,000 ponchos passed out to 
lady patrons on days when rain held 
up the game 
10,000 roses to ladies attending World 
Series games 


from which hang cutouts of indi- 
vidual players, from which hangs a 
cutout in the shape of a large white 
sock with wings. The entire mebile 
hangs from an old wire coat hange1 
suspended from the window frame 
and it spins gaily whenever the 
breeze blows from the stockyards. 

“You see,” he said reminiscently, 
“the day we had that circus the park 
was sold out anyway. But it didn’t 
matter. It wasn’t meant as a way of 
getting the fans out to the park. A 
baseball game isn’t always exciting. 
This way, there is always something 
going on.” 


> In addition to the prizes, 
circuses and cow-milking 

there are Mr. Veeck’s endless speak 
ing tours. 

Bill looked over his past week's 
calendar and read off a list of speak- 
ing engagements that made this re- 
porter’s head swim. He estimated 
that, at the end of his first 12 months 
with the White Sox, he would have 
given 500 speeches. 

“How do you keep up the pace, 
Bill?” the reporter inquired 

“I guess,” replied the bright presi 
dent of the American League Base- 
ball Club of Chicago, “I’m just not 
bright enough to stop.” 44 
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it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct 
Money-back guarantee! 


HABERULE 
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There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc 
Cleveland 3, Ohio, for daylight fluorescent products. 
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balls and infants toys 
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WRITE TODAY for your OAK LINE Catalog 


, 
60 <OAKS THE OAK RUBBER COMPANY 
= 227 Sycamore St. Ravenna, Ohio 


AR Reaches Out... 


to more advertising agencies than any other publication. If you sell advertising 
services, equipment or supplies to or through agencies 


AR is All Right...For You 


(), best wishes for a 


~CHRISTMAS 


PARTRIDGE & ANDERSON COMPANY 


WON 0000 0000 008 0 Pee eR E eRe ene N eteR retin Vinnie : VAN Maven vanes Veron venee vee teeeee eee ene renee ieee eine 


58 ° ao * January 1960 


Survey Reveals Attitudes 
Of Consumers On Contests 


The opinions and attitudes of the 
general public towards contests is 
revealed in a comprehensive survey 
report by the Bruce, Richards 
Corp., New York. 

Based on a study group of over 
6,000 persons geographically appor- 
tioned in relation to national popu- 
lation, distribution, the survey was 
balanced as to age groups and sexes. 

Clear-cut charts in the survey 
reveal some significant facts about 


contestants and their feeling about 
contests. 


> Of the people entering contests, 
45.6% are in the $5,000-$8,000 year- 
ly income bracket while 13.8% are 
in an income group of more than 
$8,000 a year. These two income 
brackets account for almost 60% 
of all contestants. The rest of the 
contestants are in an income group 
of less than $5,000 a year. The ma- 
jority of contestants are family peo- 
ple, with 76% having children, while 
62°, own their own homes. 

Housewives are the biggest con- 
tenders in contesting. They repre- 
sent 41.7% of the total number 
while executives enter at the rate 
of 1.9%. Students, 11.89%; white col- 
lar workers, 11.9% and professional 
persons, 9.5% represent the next 
three contesting groups. 

Other contestant characteristics 
show once a contestant enters a 
contest he tends to submit several 
entries rather than just one and he 
tends to enter several different con- 
tests rather than just one. 

Contestants prefer sweepstakes, 
followed by last-line jingle con- 
tests, with a few large prizes and 
many small prizes. They would 
rather have cash than merchandise 
of equal value. When only mer- 
chandise is given, adults prefer a 
house as grand prize while teen- 
agers prefer scholarships. All would 
rather win a trip to Hawaii than 
any place else in the world. 44 


Mom, the premium tastes good, too! 





ns are valuable promotion 
but there is a right and 
ng way to use them, as an 


enced observer points out 


By E. G. Bentley 
President, E. G. Bentley Co 


Chicago 


In the marketing of some con- 
sumer products, it is quite apparent 
that good premium offers to the end 
users of such products are the ulti- 
mate in sales promotion because 
they stimulate and accelerate the 
movement of products off retailers’ 
shelves, assuming of course, that 
there is general distribution of these 
products in retail outlets. 

Historically, the first use of pre- 
miums was conceived by ingenious 
minds to accomplish the retail pur- 
chase of certain items which car- 
ried premium offers against com- 
petitive products which did not. 
This dates back to the first use of 
premiums which was sponsored by 
Babbitt around 1851. Their offer of 
lithographed panel pictures for 25 
soap wrappers proved so successful 
that it launched the widespread use 
of consumer premiums. 

Over the years, this big idea has 
been responsible for many of the 
outstanding successes in American 
marketing. During this time, sales 
minded executives have come up 
with many variations in the use of 
these “obvious persuaders.” The 
basic appeal of something extra for 
your money strikes a_ responsive 


This talk is adapted from a talk given 
before the Sales & Distribution Seminar 


sponsored by the Natl. Premium Sales 
Executives. 


chord in all of us and, depending 
upon the excellence of the premi- 
um offer, such a program can be- 
come one of the most 
sales tools available to 
disers. 


successful 
merchan- 


> Consumer premium offers can ac- 
complish many basic objectives in 
marketing: 


1. Attract new users of consumer 
products. 


2. Increase frequency of purchase. 


3. Increase unit sales of such prod- 
ucts. 


4. Stimulate off-season sales of sea- 
sonal products. 


5. Broaden 
these 
mand. 


retail 
products by 


distribution of 
consumer de- 


6. Accelerate the 
new products. 


introduction of 


7. Force heavier retail inventories 
as a result of increased consumer 
demand. 


8. Stimulate retail display of con- 
sumer products by retailers who 
favor promoted and faster moving 
merchandise. 


9. Provide the “difference” against 
claims for competing products. 


10. Create a publicity and adver- 
tising advantage for the premium 
sponsoring product. The effective- 
ness of media is increased through 
higher attention value of ads featur- 
ing an attractive premium offer. 
Media studies show higher reader- 
ship and penetration of messages 
supporting an appealing premium 
offer than an ad of straight product 
sell. 


11. Spark new interest throughout 


the sales organization by the push 
program that 
premium offer. 


accompan ies a new 


> Consumer 


take 


premium 
these main forms: 


plans 


1. Continuity programs in which 
redeemable coupons, labels, or other 
proofs of purchase are accumulated 
for redemption, with or 
additional payment. 


without 


2. Liquidating premiums offered for 
proof of purchase and a covering 
cash payment publicized by offers 
printed on packages, descriptive 
bands, advertising media, point-of- 
purchase materials, singly or in any 
combination. 


3. Factory-packed premiums which 
come to the consumer with the 
product purchase. 


4. Product-package inserts which 
offer a premium gift, with or with- 
out additional charge, as a reward 
for the purchase. 


5. Over-the-counter, or direct 
premiums, which are delivered to 
the consumer at the time of pur- 
chase. 


6. Distribution of trade cards or use 
of purchase privilege plans. 


7. Delivered premiums as used by 
club and party plans, door-to-door 
and home service sellers. 


8. Traffic builders, i.e., the gift of a 
premium to attract store or demon- 
stration visitors. 


9. Packaging premiums, such as re- 
use containers 


> Considerations in the construction 
of a good premium offer of any type 
are these: 


1. The premium used must have as 
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broad appeal as possible to the po- 
tential market. 


2. The premium must offer an out- 
standing value at the cost or effort 
to obtain 


3. It is desirable that the premium 
be related to the product or product 
use, but in practice the majority of 
successful premiums are not of this 
nature because of the limited vari- 
ety of such premiums. Experience 
shows that staple and familiar arti- 
cles for the home, particularly items 
which 


wear out or are replaced 


periodically, are pre-tested and 
sure-fire premiums. This eliminates 
the risk inherent in gadgets or gim- 
micks that may be of limited inter- 
est or are hard to sell in a premium 


offer, 


4. It is desirable that the premium 
be timely and have excitement value 
in the way of novelty or some un- 
usual feature that prompts the con- 
sumer to buy. It must, however, be 
an item that can be clearly de- 
scribed in short copy or illustration 
and its desirability or usefulness 
readily understood by the consumer. 


5. The made 


available as promptly as_ possible 


premium must be 
and with a minimum of consumer 
effort to obtain it 


6. The when __ received 
should live up to and surpass, if pos- 
sible, the anticipated value to the 
consumer. Inflated unrealistic 
values, or shoddy quality, lose the 
intended goodwill and degrade the 
effectiveness of premiums for all 


premium 


concerned. 


7. Adequate support of premium 
offers is vitally important. The 
premium offer must be made known 
to the public by as extensive public- 
ity as possible to assure a maximum 
result. 


8. It is always wise to pre-test a 
premium program under conditions 
duplicating, as far as possible, the 
ultimate offer which checks out the 
premium appeal and the mechanics 
of the offer. 


9. Premiums must be obtained from 
a reliable source with quality 
standards maintained and deliveries 


assured. 


> Let's look at a very successful case 
history of a continuing coupon re- 
demption plan. The Raleigh cigaret 
plan, sponsored by Brown & 
Williamson, offers a coupon with 
each pack of cigarets, plus extra 
coupons in the cartons of this brand, 
and has maintained a profitable vol- 
ume of sales for some 25 years. 
Brown & Williamson decided at 
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the beginning that this new brand 
could not match the heavy advertis- 
ing appropriations of the leading 
brands in the market at that time 
and wisely decided to offer some- 
thing extra in the way of value as 
a means of building the market. 
This continuing coupon plan sus- 
tains Raleigh cigarets as a factor in 
the market. Without the coupon, the 
brand loses to the highly publicized 
competition and would be an un- 
profitable contender. This was prov- 
en during the war period 
merchandise 


when 
premiums were not 
available. 

This Raleigh plan delivers about 
$6 million worth of merchandise to 
the public each year and has built 
a host of loyal smokers who respond 
to the extra value appeal. The cost 
of the plan from the available 
margin for advertising or promotion 
and spent for premiums in lieu of 
other promotional effort shows a 
high ratio of promotional efficiency 
and the sponsoring company boasts 
that “there will always be a coupon 
on the back of a Raieigh pack.” 

The success of this Raleigh plan 
can unquestionably be credited to 


the offer 


which are producis 


of top quality premiums 
general dis- 
tribution and have established value. 
Assuming that Raleigh cigarets are 
as good as any others, it is worth 
perhaps $30 or $40 a year in desir- 
able merchandise for a family to 
smoke Raleighs. Thrifty smokers 
recognize this and Raleigh 
continue at a good profit level. 

Raleigh premiums are purchased 
pre-packed to mail, warehoused and 
mailed by the sponsor, postpaid. At- 


sales 


tractive full color catalogs are pre- 
pared twice a year, with any desir- 
able revisions, and distributed by 
mail, by hand, over the counter, or 
any convenient means, to millions of 
smokers nationally. 


> Another outstanding plan of this 
type is the long continued offer by 
General Mills of silverplated flat- 
ware, and more recently stainless 
steel flatware, which is given for 
coupons packed with General Mills 
cereal and flour products. 

These various flatware combina- 
tions are available in two days. 
Under a “thrift” plan, open stock 


flatware is available for many cou- 
pons and token payment of postage 


expense, or under a “speed” plan 
for relatively few coupons and a 
liquidating cash payment which 
covers the cost of merchandise, 
servicing and, also, it is reported, 
with a margin of profit to the spon 
Sol 

Flatware is, of course, a_ staple 
necessity in the American home and 


the high quality of Queen Bess flat- 


ware appears on more tables than 
any other pattern in this country. 


> Another major plan of this type is 
the Colgate Red Scissors Coupon 
Plan of years standing, supporting 
sales of the Colgate’s Octagon and 
Kirkman soap products as well as a 
number of other co-sponsoring 
products such as Borden’s Evapo- 
rated Milk, Luzianne Coffee and 
Tea, Linit Liquid Starch, a marga- 
rine, macaroni, baking powder, and 
other products. 

This plan offers, through a cata- 
log, more than 100 items in a wide 
range of housewares and premiums 
for the whole family, which are 
available on an all-coupon 
Occasionally, for a 


basis. 
push period, 
selected premiums are offered for a 
few coupons and liquidating cash, 
as a special promotion. 

These premiums are distributed 
through 
carry 


redemption stores, which 
inventory, located in the 
larger cities in the market area. 
Orders are also taken for mail dis- 
tribution in over 1,000 redemption 
agencies which do not carry inven- 
tory but have a small display of 
some of the most popular premiums. 


> There is no end to the continued 
and successful offer of liquidating 
or spot premiums because money 
received for premiums on a liqui- 
dating basis covers all direct costs 
or, perhaps, pays for some part of 
supporting promotional expense. 

Such offers date back to the be- 
ginnings of premium use when mer- 
chandisers learned that through 
quantity purchase liquidating bona 
fide values at half of the usual re- 
tail price of wanted merchandise 
could be offered and thus prompt 
consumers to buy such products fon 
the available savings. This is where 
the careful selection of a quality 
premium of good value is the key to 
success and builds great goodwill. 

For example, housewives who 
normally pay well over $1 for a pair 
of nylon hose, across the country, 
can be readily interested in an offer 
of good quality stockings at two pair 
for $1 and will gladly buy the offer- 
ing product to get the proof of pur- 
chase. 

Thus users of competitive brands 
are sampled on the premium bear- 
ing product and may well continue 
to buy on the merits of the product 
or to get additional hose, if the offer 
runs for some period of time. 


> Factory-packed free premiums 
which can carry the sponsor’s iden- 
tification are most useful even in a 
low cost item. For example, a sim- 
ple measuring spoon printed “Max- 
well House” will have daily use and 





be a constant reminder to the con- 
sumer who may, and probably will, 
subsequently buy competitive 
coffees. 

In this ingenuity in 
coming up with a useful premium 
at the cost of a few cents pays 
handsomely. Probably the most 
consistent user of in-the-package 
premiums, and a national trademark 
that is synonymous with a low cost 
package prize item, is Cracker Jack. 
Its gift of a very inexpensive toy 
type premium has undoubtedly 
made the major contribution in the 
appeal of this product over the years 
to their juvenile market. 

Lever Brothers and P & G have 
consistently used towels and dish 
cloths in large packages of soap 
products. Mother’s Oats by Quaker 
gives assorted pieces of pottery din- 
nerware in large packages. Pillsbury 
has given good values in steak 
knives properly sheathed and in plio 
bags — a free gift with Pillsbury’s 
Best Flour. 


category, 


> Inserts, which offer a free pre- 
minum or an item at a nominal cost 
of postage, can be most useful. For 
example, Pillsbury Mills used an in- 
sert in large flour bags to offer, free 
of charge, a silverplated teaspoon in 
the pattern of open stock flatware 
regularly given for coupons printed 
on every Pillsbury grocery product 
package. 

This premium gift sampled the 
quality of the flatware and led to 
continuing purchases of Pillsbury 
products to acquire a complete table 
service. 


> In the way of general considera- 
tions, it is good judgment to con- 
trol all of the mechanical operations 
in a premium program through youn 
own facilities. This makes it possible 
to supervise fast, accurate servicing, 
a requisite in any good premium 
operation, and to assemble a mailing 
list of users for any useful follow- 
up direct mail purpose, such as an- 
nouncement of new products, con- 
sumer research studies, etc. 

There are service organizations 
that specialize in premium handling 
and which give good performance, 
but it is usually possible to handle 
a sizable program at less cost and 
with greater attention to detail on 
a do-it-yourself basis, if facilities 
are available. 


All of us who make our living in 
the premium business must realize 
that it is in this broad field of public 
relations wooing the consumer 
influencing buying habits stretch- 
ing the usefulness of consumer dol- 
lars that purveyors of consumer 
goods can establish a closer rela- 


tionship with the market and create 
a corporate image of personality and 
some warmth, a link between source 
and consumption necessary to the 
expansion of future markets and 
profitable sales. It is in this regard 
that all concerned with premium 
practices — as suppliers or users — 
must recognize an obligation, both 
in self-interest and in the preserva- 
tion of the system of incentive sell- 
ing, to follow the dictates of good 
ethics, good taste, good judgment 
and thus merit public confidence. 44 


Unusual Premiums... 


New York Show Offers 
Variety of Items 


The recent New York Premium 
Show, held at the Astor, illustrated 
the continuing growth and strength 
of the field. 

As colorful and unlimited in vari- 
ety as the field itself, the merchan- 
dise selection ranged from imprinted 
give-aways to. specialized hobby 
items to unusually fine executive 
gifts. 

The products described here are 
representative of the price-and- 
purpose variety offered to business- 
men today by the premium field. 


GE Ad 
Clocks 


A low cost, 8” ad- 
vertising clock has 
been introduced by 
General Electric Co., Homer Av., 
Ashland, Mass. 

Prices for the new Telechron clock 
are $3.75 each in orders up to 
5,000 and $3.50 for large quantities. 
A two-color dial is available for 25 
to 50¢ extra. First users of the clock 
are Nu-Grape, Atlanta, Ga., and 
Double Cola, Chattanooga, Tenn. 


Maps for A complete line of 


maps now avail- 
able for premium 
use has been made available by the 
American Map Co., New York. 
Among the maps available is a 
48-page Vacation and Highway At- 
las; a time zone map of the U.S.; the 
solar system and a star chart. Im- 
prints are available. A variety of 
map assortments are described in 
an illustrated catalog. 
. for more details circle 105, page 105 


Premiums 


Postage 
Scale 


A pocket-size post- 
al scale has been 
introduced for pre- 
mium use by the Stegeman Specialty 
Mfg. Co., P.O. Box 63, Newport, Ky. 

The scale is made of clear plastic 
and shows the amount of postage 
required at a glance. An attached 


5 soa 
4 ; a 
Postal Scale . Pocket-size scale by 
Stegeman Specialty Co. shows weight of 


envelope, holds necessary stamps. Ad 
imprint is on back of unit. 


stamp compartment box is available 
in red, black or blue with a clear 
plastic cover. The back of the scale 
is left free for advertising imprint. 

Price is 27¢ per unit with stamp 
box and imprinting. Quantity prices 
are available. 


Golden The ultimate in a 
Reel gift to a fisherman 

has been intro- 
duced by Zebco Company in a gold- 
en fishing reel. 

The presentation reel has gold- 
plated covers and custom-fitted cad- 
mium-plated working parts for fine 
operating smoothness and precision. 
It can be personalized with engraved 
name and is accompanied by a life- 
time service certificate. Price is $50. 

An illustrated folder shows the 
reel in color and also describes 
many of the other premium items 
in this company’s line of fishing 
equipment. 


- for more details circle 106, page 105 


Stamp 
Collecting 


Everything for the 
stamp _ collector 
from stamp albums 
to “first day covers” is available 
from H. E. Harris & Co., 108 Mass. 
Av., Boston 17. 

Supplies and accessories handled 
by this house include stamp hinges 
in a variety of styles, glassine en- 
velopes, magnifiers and watermark 
detectors. Stamp packets include 
unsorted assortments from mission- 
aries and foreign natives, British 
colony commemorative sets, and 
bags of 1,000 unsorted foreign 
stamps. 

Also available from this company 
is a service department for ad- 
vanced collectors. The Harris cata- 
log is available for 10¢. 44 
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rPerspective on 


When six leading designers 
are set a challenging problem, 


the results are worth study. 


Saul Bass, o native New Yorker, has been on 
the West Coast since 1946, working as a de- 
igner and consultant to advertising agen- 
cies and industry. In 1959 he was named 
Art Director of the Year. The public knows 


him best, perhar for his movie titles 


7*e aoe 
Fritz Buehler, a specialist in package 
design, heads his own studio in Basle, 
his native city. After studying in Basle, 
Berlin and Paris, he did artwork on a 
newspaper before setting out for him- 


self as an independent designer. 


A package designer is a sensitive 
soul. He is always hemmed in by 
considerations of budget, of the de- 
mands of the unesthetic client, or of 
the client’s wife, perhaps. But never 
is he allowed the full exercise of his 
creative talent! Never? Well, hard- 
ly ever! 

It all started when Transparent 
Paper Ltd., a British converter of 
cellulose film had to come up with 
a design for its stand at London’s 
important Packaging Exhibition. But 
more important 
needed an idea. 


than a design, it 


> The idea began with the company’s 
product—cellulose film, clear and 
laminated. The objective was to get 
more of it used in packaging. The 
obstacle to be overcome was the re- 
luetance of manufacturers and sup- 
pliers towards breaking new ground 
and trying new materials. The great- 
est tool towards overcoming the ob- 
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stacle might possibly be the en- 
thusiasm and the ingenuity of top- 
flight designers. 

A problem of sufficient scope to 
challenge the imagination of orig- 
inal thinkers was set. It was to cre- 
ate a package which both graphical- 
ly and constructionally will ensure 
the maximum visual impact and 
protection. 

The designers were given a per- 
fectly free hand. Beyond the natural 
limitations of the materials, each 
designed as he thought best. Each 
was free to devote his imagination 
to his own choice of products and to 
the creation of a package whose 
colors, shape and size were limited 
only by his own ideas and the prod- 
ucts for which the packs were de- 
signed. 


> Six noted designers accepted the 
assignment with ready enthusiasm. 
In alphabetical order, there were 


Saul Bass, United States; Fritz 
Buehler, Switzerland; Olle Eksell, 
Sweden; Yusaku Kamekura, Japan; 
W. M. de Majo, Great Britain; Al- 
berto Steiner, Italy. 

The interesting thing about the 
designs presented by each of these 
men is the fact that they are truly 
international. Just try the following 
experiment: cover the captions un- 
der each of the illustrations on 
these pages, give a friend the names 
of the six countries represented, and 
ask him to assign each group of 
packages to its country of origin. 
Even experienced package design- 
ers, familiar with their colleagues’ 
work, have failed this test. 


Saul Bass pioneered a series of 
year-round gift packages for nylon 
stockings. 


® Two square and one oblong pack- 
ages are of conventional overwrap 
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Alberto Steiner, born in Milan in 
1913, started in graphics with his 
father’s firm of motorcycle and bi- 
cycle manufacturers. His experience 
has been varied, including design and 
window display for La Rinascente. 


Olle Eksell, born in 1919, originally planned to be- 
come an engineer, but art won out. His first job was 
as a window decorator in 1935. He worked for a 
Stockholm advertising agency before free lancing 
In 1946, he studied at the Los Angeles Art Center 
He specializes in packaging and trademarks. 


W. M. de Majo, a native Yugoslav, and now a Yusoku Kamekura received his training in 
British subject, served in the Royal Air Force in Tokyo’s School of Design and Architecture 
WW Il. His design projects include packaging, After two years in an architectural office, 
display, exhibits and coordinated design, and have he became art director of ‘‘Nippon’’ and 
varied in size from a visiting card to the interior then of “Japan Commercial.’ Since 1948, 


of a four-engined passenger airliner. he has been a free-lance designer 
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is full of surprises that help 
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Peet ae 
e get the finest printing 
results every Ath 


Te a with sample Pia tak 


printing surface specifier and 


handling tips 


Ask for book P-210 
THE BROWN-BRIDGE MILLS, INC., TROY, OHIO 


QUANTITY 


Photos Sell 


BULLS 


They couldn’t send sample Bulls, so 
they sent glossy photos. If you can’t 
send your product, send a photo. 


8 x 10 Vie 


GLOSSY 

PHOTOS 
QUANTITY Photos will sell for you, 
because they are QUALITY photos. 

8 x 10 GLOSSY PHOTO PRICE LIST 
Number | 12 | 25 | 50 | 100 
Price ea. | 20c | 15¢ | 12c | 9%e 


Write for complete Price Catalog 


QUANTITY PHOTO CO. 


119 W. Hubbard St. © Chicago 10, lil. 


EACH 
Tam he 


of 100) 
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type suitable for two or four pairs 


of hose 


© A “handbag” type of package, 
suitable for production in the lam- 
inate, clearly indicates a new sales 
approach, a package which will ap- 
peal equally to the female shoppe: 
and to the man who may buy fo 
her an intimate gift. 


The charming graphic design and 
the blending of an unusual array 
of pastel shades are typical of Saul 
Bass’s expert treatment 
Fritz Buehler, one of Switzerland's 
leading designers, proved that va- 
riety is the spice of life. His highly 
imaginative forward _ thinking 
created a series of unusual pack- 
ages 
e A “Putaway” container to pro- 
tect madame’s precious hats from 
dust and moths. 
e The Teepee “Tidy” disposable 
container for kitchen waste or for 
use aS a transparent sorting con- 
tainer for offices, workshop and 
factory. 
© A three-part cookie package, 
complete with hole for supermarket 
rack and perforated header to per- 
mit the housewife to open one por- 
tion at a time. 


@ An unusual wool package which 
also acts as a dispenser. 


Olle Eksell, one of Sweden’s out- 
standing designers, creates a gay and 
charming coordinated design pro- 
gram for an imaginary store. It is 
easy to visualize the great impact 
these designs would make on any 
prospective retail custome 
Packages for 
liquor bottles, 


cookies, 
perfume, soap and 
candy all show his highly creative 
style and form a strong family like- 
ness, whether used with or without 
illustrative symbol. 


wine ol 


Yusaku Kamekura, of Japan, suc- 
ceeds in creating a striking inter- 
national style, yet unmistakably in- 
spired by the highly skilled tra- 
dition of his country. 

His masterly treatment and color 
sense, in both the series of hexagon- 
al packages for 101 uses made from 
film laminated board, and his pack 
ages suitable for chocolate bars and 
other flat, rectangular products, 
show a refreshing new approach to 
an old subject. 


W. M. de Majo, one of Britain’s 
leading designers, and consultant to 
Transparent Paper Ltd., showed his 
imaginative approach and masterly 
handling of gala gift wraps, gift 


tags and ribbon. This design, orig- 
inally conceived for the Exhibition, 
is soon to be available in retail 
shops throughout Great Britain, and 
is the first of the group to move 
from theory to practice. 


Albe Steiner, Italy’s 
brightest talents, created a_ series 
of imaginative bag designs, for 
men’s and ladies’ apparel, gloves, 
scarves and retail stationery. Clear, 
printed and colored cellulose film 
and laminate, with reinforced han- 


among 


dles, are cleverly used to explore 
a field in imagination has 
hardly been used in the past. 


which 


> The exhibit itself, designed by 
Mr. de Majo, covered 2,000 square 
feet, and rose 21’ into the air, with 
the upper level carrying the cus- 
tomary private conference room. 
The designs were housed in two 
long showcases, each divided into 
three sections, one for each design- 
er. The individual sections were de- 
signed to reflect the particular ap- 
proach of the designer, but with 
care being taken to see that the 
props used should support the dis- 
play, rather than overpower it. 
The end panels carried the com- 
pany’s initials, and the side panels 
simulated the flags of the countries 
of the six participating designers. 4¢ 


Zip-Tape Offers Novel 
Sample Brochure 


A ready-reference brochure on 
“Zip-Tape” with actual samples of 
the line’s color and gages is avail- 
able from The Dobeckmun Co., a 
division of The Dow Chemical Co., 
Cleveland. 

The foldout guide shows size, type 
and lineal inches per pound for each 
of the standard Zip-Tapes. It also 
describes how the tape is used in 
modern packaging design to make 
packages easy to open, increase sales 
of multiple packs, simplify opening 
when “bundling” for store shipment, 
and color-code for freshness on re- 
tailers’ shelves. 

Information on custom-made Zip- 
Tapes is also included in the bro- 
chure. 


. for more details circle 107, page 105 


Five New Container Units 
Added to Ekco-Alcoa Line 


Five new broiler containers, 
which can be used for packaging a 
variety of products, have been in- 


troduced by Ekco-Alcoa Contain- 
ers Inc., Wheeling, III. 


-+. continued on page 68 
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Help Yourself to 
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Illustration rendered 
in Fluoro-Color 
Plates made without 

colon separation filters 


or color corrections 


Save I/, 2 on 


Plate Costs 


For Newspapers, Magazines, Lithography and Gravure 


Bright, attractive color is yours in all its natural beauty with Fluoro 
Color, the remarkable new process that makes possible full-color 
art reproduction at half the usual plate costs 


Fluoro-Color adds a freshness, a crisp, clean radiance very seldom 
achieved in reproduction. Why? Because Fluoro-Color art is rendered 
with Fluorographic materials that produce automatic drop-out half 
tones. Whites are pure white while all blacks, shades and colors 
in-between are as the artist intended 


And why the big savings in plate costs? Because Fluoro-Color art 
is pre-separated for color when it goes to the platemaker elimi 


GRAPHIC 


PRINTING ARTS RESEARCH LABORATORIES INC. 


FLUOROGRAPHIC 
SALES DIVISION 


La Arcada Building « Santa Barbara, California 


nating costly color-separations, color-correcting, hand-opaquing, re 
etching and hand-masking 


Although color pre-separated, Fluoro-Color art is rendered in full 
color, much as it will appear in print. The process is excellent for 
achieving various effects such as watercolor, tempera, ‘‘oils,” air 
brush, pen and ink, stippled and textured treatments 


Fluoro-Color plates can be made only by photoengravers, lithogra 
phers and gravure plants licensed to use the Fluoro process. Send 
coupon below for the names of such plants in your area and com 
plete information on Fluoro-Color 


eeoeeeeeeeeeeeeeeeeeeeeeeeeeeete 
PRINTING ARTS RESEARCH LABORATORIES, INC. AR 


Fluorographic Sales Division 
La Arcada Bldg., Santa Barbara, Calif 


Send complete information and names of licensed plants for 


Fluoro-Color {) Black & White Fluoro 


Name 
Firm 


Address 


City Zone____ State 








To meet a definite need Avery originated pressure-sensitive labeling years ago— 
and since then has maintained its leadership with many notable new ideas. 


Avery's persistent research in constantly seeking new frontiers for pressure- 
sensitive products has fortunately come up with a number of “firsts” . . . specific 


ways in which industry, commerce and individuals can benefit from lower costs, 
time saved and greater convenience. 


Avery’s list of “firsts” in new ideas for pressure-sensitive labeling reads like a 
declaration of independence from old-fashioned, messy forms of labeling. Avery’s 
removable Kum-Kleen labels and permanent Perma-Grip labels—the distinctive 
File Folder labels, Correction Tape, Airmail and Price-marking labels—the amaz- 
ing Tabulabels and the intriguing new Photo-mounts—are but a few of the Avery 
Label ideas that have found firm favor with retailers, business and consumers. 


An Avery liquid spray adhesive, a line of labeling machinery—and Avery’s Deco- 
rative Metallics are some of the “newest” of the new ideas. 


THAT’S AVERY-—the birthplace of the really new ideas in pressure-sensitive 
labeling. Worlds ahead! 


Durable and attractive, Avery 
pressure-sensitive Metallics are the 
economical answer to permanent 
decorative trim, nameplates and 
panels. Write for Avery's general 
catalog and new brochure on Avery 
Metallics NOW! 


AVERY LABEL COMPANY a division of Avery Adhesive Products Inc. 


1616 South California Avenue, Monrovia, California 


Here are but a few of the 
thousands of ways in which 
manufacturers are profitably 
using AVERY LABELS today 


PERMA-GRIP—will tell you more than a 
thousand words. May we send yours? 
AVERY LABEL COMPANY Div. 113 


117 Liberty St., N. York 6 * 608 So. Dearborn St., 
Chicago 5° 1616 So. Calif. St., Monrovia, Calif. 
Please send free Include KUM- 


METALLICe brochure, Grip somple labels. 
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Outdoor 
Displays 


Custom-Made and Stock Displays 
PENNANTS a7. / 


VERTICAL POLE DISPLAYS 


LETTER-BANNERS 


WINDOW DISPLAY 
LETTERS 
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POSTERS AND 
BANNERS 


RE SALE 
Write for FREE CATALOG 
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MOTION FOR 
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% Demand iependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 
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Three of the units contain a built- 
in grease well in the design to con- 
trol the flow of grease during broil- 
ing. This feature makes the con- 
tainers useful for packaging meat, 
fowl and fish products which are to 
be broiled or fried 

Complete information is available 
from Ramon G. Gaulke, Ekco-Alcoa 
Containers Inc., Wheeling & Hintz 
Rds., Wheeling, Ill a4 


Design Test Demonstrates 
Brand Image Impact 


The importance of matching the 
brand image to the desired buyer’s 
personality via package design is 
emphasized in a picture test from 
Lippincott and New 
York. 

The test shows five hypothetical 
cigaret packages and five photo- 
graphs of different types of people 
The reader is asked to pair the peo- 
ple with the packages and compare 
his findings with those made by a 
panel of design, advertising, mar- 
keting and research people. 


Margulies, 


The design sense test issued by 
Lippincott and Margulies, was con- 


ceived to communicate the impor- 
tance of brand imagery. 44 


New Polyethylene Clip 
‘Unscratchable’ 


A new polyethylene clip with a 
slot-type grip that holds merchan- 
dise securely without scratching has 
been introduced by Poly-Products 

Designed for use in production 
setups, holding precision instruments 
and displaying fine silverware, the 
new clips retain a gripping action at 
moderately high temperatures and 
can be used in corrosive atmos- 
pheres. They are compact but have 
sufficient gripping action to hold up 
to an eight-pound polished steel rod 
in a vertical position. 

Eight sizes are available, ranging 
from a 14” slot grip to a 11%” ring 
grip. The smaller sizes are satisfac- 
tory for holding blades, chisels and 
small diameter tubing. Larger sizes 
can be used to hold tools, dies and to 
cut down vibration in hydraulic and 
other pipe lines 

Complete information is available 
from Poly-Products Co., Box 185, 
Sellersville, Pa. a4 


How to Judge Your Package Design 


In spite of the success of an occasional luck-begotten package, I ur- 
gently recommend appraisal with benefit of a teamwork approach. This 
team must include good production ability and equipment know-how, 
objective market-minded people and good suppliers. 


To combine knowledge and experience, balance and counter-balance, 
on a questioning attitude, a guide list of packaging features might read 


something like this: 


Does the package have appetite or use appeal? 


Does it have come-and-buy-me appeal? 


Does it have high quality of product sparkle? 


Does it give informative value, with uses, recipes, menu planning, all 


simply expressed? 


Has it the ability to maintain identity of manufacturer until used by 


the consumer? 


Does it follow the rules of modern printing and typography ? 


Is the product adequately, and even flatteringly, pictured? 


Is it the correct size for consumer acceptance ? 


Is it strong enough to offer adequate product protection? 


Is it the right shape for space saving on the display shelf and in the 


home? 


Does it open and reclose easily? 


Does it fit into a package family? 


If so, does the color contrast pleasingly with those of similar size and 


shape in the same family? 


Adapted from a speech by J. Clinton Bowman, President, Bowman 
Biscuit Co., Denver, before the Natl. Packaging Conference, Chicago. 
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It isn't enough to design a good p.o.p. piece, unless you can 
persuade the dealer to give it floor space, says an expert. 


To get displays used today calls 
for two separate directions of plan- 
ning. First, the display must have, 
built-in, a logical reason to use it, 
and second, that reason must be 
sold with reminders, with incentives 
and with rewards. 

To omit either of these phases of 
planning may be disastrous. The 
competition for the consumer’s at- 
tention is leading to increased com- 
petition for display space in stores. 
Going by total advertising expendi- 
ture, which has almost doubled in 
the past seven years, it is just about 
twice as hard to get a display up as 
it was in 1952 


> Here are 20 ways in which 20 
different advertisers have added to 
the value or the appeal of their dis- 
play materials. Here are 20 ideas 
which can be adapted, given a new 
approach, to increase the chances of 
use of your next display. 


This article is adapted from a presentation 
by N. J. Leigh, Chairman, Board of Direc- 
tors, Einson-Freeman Co. Inc., Long Island 
City, N.Y., given at a member's meeting of 
the Point-of-Purchase Advertising Institute. 


1. McCall’s gains space in super- 
markets by furnishing a unit which 
helps the grocer sell high-profit 
items. The corrugated stand holds 
issues of the magazine, and ingredi- 
ents needed for a recipe in that 
month’s issue. The recipe can be 
changed from month to month, as 
can be the ingredients. 
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1. McCall's 


2. Idaho Potato Commission got 
displays of this high-bulk item put 
up, simply by offering a prize for 
photographs of the best display, us- 
ing the commission’s material. In 
addition to offering a prize, the com- 
mission agreed to pay $3 to help de- 
fray the cost of the 8x10 photo re- 
quired. 


10,000 IN CASH 
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IDAHO POTATO MASS DISPLAY CONTEST 


"1,000 
*500 
"100 
*50 
*26 


4 


16 CASH PRIZES EASY TO WIN, KEAD CONTEST RULES on the RIGHT 


2. Idaho 
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Digi Bees HAWAIIAN HARVEST 


Thos is the biggest most 
t full color Hawaner 
Dote history 


6. Dole 


3. Mars Candy caught the atten- 
tion of grocers with a miniature 
model of its Halloween display unit. 
The miniature is only 4x24x8’, and 
alerts the retailer to the arrival of 
the full-size floor stand. 


4. Red Heart dog food offers the 
grocer a free stuffed dog with a ten- 
case order. The toy can serve as the 
eye-catcher for a display, and after- 
wards, the retailer can take it home 
or give it away. 


5. Nestle EverReady Cocoa offers 
the retailer a 36¢ refund for every 


case of cocoa displayed. 


6. Dole Pineapple Co. offers a group 


7O - qo * January 1960 


Get REDDY” Get SET..GO! -= 


RED HEART 


Get REDDY Free! ; 
Get Set ois 
Premium offer too! 


Big Color Ads! 


. 
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REDHEART 


Red Beet Protein 
IN 3 FLAVORS 


Beer’ Fism! Liver: 


4. Red Heart 


MAY 1959 POINT-OF-SALE MATERIAL 


ex oe 


i this cord on your car's sun visor for easy check 


7. Standard 


8. Shell 


of colorful promotion pieces, but the 
clincher is a three-dimensional pole 
display which is personalized with 
the name of the store. 


7. Standard Oil mails a reminder 
card to its salesmen approximately 
eight times a year. It is just the 
right size to fit on the visor of the 
salesmen’s cars, and it gives the 
men an easy way to check how 
much of the p.o.p. material the sta- 
tion operator is using. 


8. Shell Oil sends out a colorful 
brochure 90 days before the dead- 
line for ordering. This is followed 
up with a brochure and space in the 
company publications. Shell sales- 


Nestié's January Promotion — Great in '58 


2 BIG 


plans for = 2 


PROFIT 


greater in ‘59! 
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EverReapy 


SWEET MILK 
COCOA 


5. Nestle 


THIS 1S YouR PEPSI COLA DISPLAY MATERIAL 


9. Pepsi-Cola 


10. Johnson 


men get the same materials, plus a 
motion picture demonstration of the 
units in action, which helps to build 
enthusiasm at all levels. 


9. Pepsi-Cola even uses the out- 
side of its shipping cartons for pro- 
motional purposes. To make sure 
that its cartons don’t get overlooked, 
each carries a prominent slogan plus 
a special place for handlettering 
name and address. 


10. Johnson Motors produces an 
elaborate display kit and a colorful 
brochure which contains a detailed 
description of its elements. 


-..continued on page 72 





Selt- Sticking Outdoor Daplays 
hat LAST LONGER...SELL STRONGER 
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Seed VINYL-STI 


VEST KLEEN-STIK “miracle” material makes pos- Ideal tor: 
sible attractive, economical displays for every outdoor Truck Signs © Taxicab Insignia © Bumper 
application. Made of tough, flexible viny] plastic film, it is Strips © Gas Pump Stickers © Wall Posters 
impervious to water, heat, sun, salt, acids, and most oils © Product Nameplates © Automobile Em- 
and grease. Easy to print by any process — letterpress, blems ®@ Instruction Labels . . . and many 
offset, or silk screen. Best of all, it’s backed with extra- on 
strong Kleen-Stik adhesive to stick tighter and longer on Write for information and samples of the 
practically any surface. industry's most complete line of pressure- 
sensitive products. 


When merchandising plans 
call for outdoor signs, call for 
Kleen-Stik VINYL STIKI 


7300 W. Wilson Ave. © Chicago 31, Ill. 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


1934-1959...25 VEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
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P.O.P, DISPLAYS 


wood hardboard - metals 


for 


‘ Housewares 

ex Small Appliance 
t Sporting Goods 
* Hardware 

x Tools 


5 ‘ 
Soe 


complete design ond 
production facilities for 
posters emblems. decals 


be sure it sells! 


GEORGE ESCHBAUGH advertising 


COHORT e ee 


IDEAS bythe 
boxful ! 


“I keep in my desk a boxful of clip- 


pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription 92 idea-packed issues 
only $3, which is less than 6c per week 
Mail coupon below for trial. Money back 
guarantee 


ADVERTISING AGE 200 E. Illinois St. Chicago 
Enter my l-year (52 issues) trial order for only 
$3. I must be satisfied or my money back 


NAME TITLE 
COMPANY 
STREET 


CITY . et z STATE 
( $3 enclosed (1) Bill me [J Bill firm 
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CONTACT 38 


NOW AVAILABLE FROM 


The “Super Valu Study”" proves 
that speciol displays boost sales 
en average of 379" in dollars 
and 450% in units 

And CANNED FRUITS ond 
VEGETABLES are the categories 
MOST OFTEN DISPLAYED 


11. Libby 


BACK AGAIN! The promotion that delivers extra sales—store wide | 


Campbell hids 
BIRTHDAY CELEBRATION. 
y at 


es 


a 
a” 


~~ 


14. Campbell 


11. Libby. McNeill & Libby has 
produced a film and a booklet, both 
in full color, giving merchandising 
ideas, not all of which use Libby 
products, but by being helpful to the 
retailer, the company gains good- 
will. 


12. Suave by Helene Curtis offered 
retailers $1 off the face of their in- 
voice if they used a shelf-extende 
which carried a special consumer 


offer. 


13. Pyrex designed a special dis- 
play table for its products, and to 
help gain space and distribution, 
offered it to retailers who bought 


laa 


yours for 
CLT ey 4 
ate 


saad. 


SHELF EXTENDER 
ee be |S ee 


AI a Meee Bleed 
BACKED BY FULL-COLOR FOR EXTRA 
MAGAZINE ADS PROFITS 


12. Suave 


110,000.00 


GIANT 
© 


specified amounts of merchandise 
for half the manufacturer’s cost. 
This offer was promoted in a color- 
ful four-page insert in the business 


press. 


14. Campbell Soup Co. devotes 
pages in the food trade press to ex- 
plain and dramatize its promotional 
materials. 


15. Western Fishing Line Co. ties 
in a jackpot award for dealers. The 
country is divided into ten areas, 
and one dealer in each area will re- 
ceive a $1,000 prize, determined by 
lot, provided he has installed the 
display unit. 





' tee 
SE) off 
CORICIDIN 
fall deal 


16. Coricidin 


New schooltime sales booster for 
“SCOTCH” BRAND Cellophane Tape 


DEAL 103 nove mee 


$23.60 


17. Minnesota 


18. Fleischmann 


16. Coricidin spells out the savings 
made when the druggist takes ad- 
vantage of the deals which incor- 
porate special display units. 


17. Minnesota Mining & Mfg. Co. 
offers retailers a special floor mer- 
chandiser, and throws in a roll of 
personalized labels as a bonus for 
the user of the display. Customers 
also get a coupon entitling them to 
purchase their own _ personalized 


roll. 


18. Fleischmann has an excellent 
chance of getting its table merchan- 
diser units used, because the display 


w_wo.wwW_w_w._w 
STORE MANAGERS... ENTER NOW / 


APPIAN WAY PIZZA DISPLAY CONTEST 


this 1959 CADILLAC CONVERTIBLE 
7 yo $4 000 cash 


Armoriaas Largest Golfing Azza eacus vou 


OVSPLAY WITH A CaMparan aeacting 43 mii.ion SHOPPERS: | 


Seventeen LIFE AND >¥™*l Maca zines 


| DAVE GARROWAY . . NBC ». 
On kaDIOY ROBERT Q. LEWIS CBS woreon 
DON McNEILL ABC ~ 


Plus — NEWSPAPER . SPOT TV and RADIO 
COLORFUL POINT-OF.SALE DISPLAY MATERIAL 


19. Appian Way 


PRIZES FOR RETAILERS 


in Canada Dry’s 3rd Annual Sweepstake! 


For Two at 
The Stardust 


in Las Vegas! 


HERE'S HOW TO WIN 


20. Canada Dry 


unit itself has a reuse value. The re- 
tailer must agree to use it as is for 
30 days. After that he can loosen a 
couple of rivets to remove the name- 
plate without damage to the table. 
This permits him to use the table 
for other merchandise or can even 
take it home. 


19. Appian Way Pizzas also held 
a contest for photographs of dis- 
plays, but in addition to a chance at 
the prizes, each dealer who enters is 
offered a 40¢ per case cash allow- 
ance. 


20. Canada Dry runs a contest for 
retailers to gain display space for 
its consumer contests. It requires 
the retailer to take a photograph of 
his display, and submit it for a 
chance for a vacation at Las Vegas. 


> We are reaching a point today, 
many in the industry feel, where the 


Two-hole 
kit (shown) 


$13.90 


For binding scrapbooks, photo 
albums, presentation kits, 
records and papers of all types. So 


handy, so easy, so versatile . . . for 
home or office. Just insert pages and 
punch, then pick a colorful binding 
tube from the spin dial base, snap into 
place. In seconds you have a neat, ot 
derly looking, colorful volume 

Other models available 
3-hole kit—$17.90; 4-hole kit 

Write for free booklet 

TAUBER PLASTICS, INC. 

200e Hudson St., N.Y.C., WO 6-3880 


$29.98 


Congratulations ! 
You're getting up a let 
more signs, Bill! 


in 1958... 
hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
+++ we predict hundreds more will 
switch to them in 1959... because 
* they'll say “goodbye forever’ to decal water 
application problems. 
© they're easily and quickly applied . . . yet as 
durable and long-lived as any decal sign made! 
© experience shows field men “get more up ” 


FREE: 
Pressure Sensitive Decal brochure. 


Dept. A207—-5323 W. Lake St., Chicago 44, I! 
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aa 
ART SERVICE 


There are many clip art catalegs available, 
but ONLY ONE complete art and layout 
service. ideas alone in each monthly issue 
ore worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


to cover cost 
of packing and 
mailing will 
bring you — 


— The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
Ne salesman. Attach one dollar to letterhead 
and mail today te Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 


TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required 
ALSO — MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


COMPLETE PRINTING SERVICE 
LETTERPRESS AND OFFSET 
Fast Dependable Reprints 


Phone HArrison 7-1811 
Universal Loose Leaf Mfg. Co. 


161 W. Harrison St. Chicago 5, Ill. 


> PLASTIC DECALS! 


Tough, permanent, waterproof Vinyl Plottic 
applied without water under all 

weather conditions. Write for free 
samples and estimate TODAY ! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


SCREEN PROCESS 
CARDBOARD © PAPER @ METAL 
Write teday for PRICE LIST 


RICHMOND SIGN COMPANY 
222 South Fifth Street 


Richmond, Virginia 


Now’s the time 
to plan ahead with 


the AR Promotion 


Almanac for 1960 


$1 per copy 
AR Reprint Editor 
200 E. Illinois St. 
Chicago 11, Ill. 
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plan to get a display used is as im- 
portant as the idea for the display. 
This calls for a new approach, both 
in planning and in design. 44 


Merchandising Displays 
Emphasized to Routemen 


The battle of the product in 
crowded supermarkets and_ the 
sales strategy to be found in mer- 

chandising dis- 

plays is vividly 

portrayed in a 

sound and color 

filmstrip from 

Wheeling Steel 

v Corp. 
film Developed as a 
review training device 
for routemen, the 
filmstrip shows 
the competition each product faces 
on shelves and floor displays. To 
counteract this condition, the film- 
strip shows the routemen how to 
achieve the fundamentals of good 
merchandising and display before 
they leave the product in the store. 

Among the suggestions visualized 
in the filmstrip are: 
® Selecting a good position for 
your product in the department; 

e Spreading the product for domi- 
nance in the department; 

e Putting advertising up to bring 
customer recall of other ads on the 
product; 

e Getting the 
sight; 

e Other display ideas for mer- 
chandising a product in a competi- 
tive area are getting those extra 
display spots in high-volume traf- 
fic areas and the value of getting 
the store owner to accept your 
company’s racks for product dis- 
plays. 

A quick course in setting up a 
product for its best sales chance 
through good displays, ‘“Merchan- 
dising In Action” is worth seeing 
and applicable in many different 
retail selling situations. 

It was produced and is distrib- 
uted by the Jam Handy Organi- 
zation, 2821 E. Grand, Detroit 
11. 44 


pricing in plain 


Aluminum Poster Frames 
Developed for Outdoors 


King size poster frames for 
mounting on buildings or vehicles 
are now available from Arlington 
Aluminum Co., Detroit. 

The Arlington frames are fabri- 
cated of heavy extruded aluminum 
sections and anodized for weather 
resistance. Other specific construc- 


tion details include 114” wide, all- 
around frame facing; a hidden in- 
side ledge with holes for mounting 
screws and drainage; end pieces 
with captive lock screws and neat- 
fitting, mitered corners with heavy 
duty construction. 

The frames will not rust and do 
not need maintenance such as paint- 
ing, etc. King size poster frames 
measure 30x144”; special sizes can 
be ordered. 

Literature is available. 

- for more details circle 125, page 105 


Versalite Spells Versatile 
In Snap-On Full-Color 


Information on “Versalite,” an il- 
luminated snap-on sign is available 
in a folder from the Versalite Dis- 
play Co., Dallas, Tex. 

While it resembles neon, the Ver- 
salite sign has an ordinary fluores- 
cent tube and plastic letter “snap- 
ons” that fit over the tube. Color 
possibilities are almost unlimited 
since the individual plastic letters 
can be fitted with the user’s choice 
of color filters. 

Complete application instructions 
are included with the leaflet. 

. for more details circle 126, page 105 


Decal Booklet Describes 
Various Types Available 


A guide for buyers and users of 
decals has been prepared by the 
Certified Decal Mfrs. of the Screen 
Process Printing Assn. Intl. 

Entitled “Let’s Talk Decals,” the 
illustrated, 12-page booklet is a 
pocket-sized decal dictionary. It not 
only describes the various types of 
decals now available and explains 
the application method, but gives 
simplified definitions of the decal 
industry’s terminology. 

Each decal type listed in the 
booklet is illustrated showing some 
of the many ways it can be used. 

- for more details circle 127, page 105 


New Finish For 
Old Manikins 


An instant-drying display finish 
for touching up soiled or marred 
manikins has been marketed by 
Garrison-Wagner Co., St. Louis. 

Packaged in an aerosol spray can, 
the Sargent display finish is easy 
to apply, and dries with a soft tex- 
ture. It produces a minimum odor 
and is available in four natural- 
looking skin tones. Retail price per 
can is $1.60; a case of 12 cans is $18. 

An illustrated leaflet is available. 

+ for more details circle 128, page 105 





Pictures become people when they're printed on 
International Paper’s Ticonderoga Offset 


(Why use a more expensive paper when you can get results like this?) rurn pace mp 








Baby Oil 
that 
baby loves 


, ’ 
, 


aie 


Ui 


What you should know about TICONDEROGA OFFSET 


—a leading member of International Paper’s first family of fine papers. 


--JNICONDEROGA OFFSET brings life to 

| multicolor and monotone offset print- 
ing. Just examine this insert. It demon- 
strates itself. Bright, brilliant four-color 
reproduction on one side. Realistic black 
and white on the other. 

Ticonderoga Offset’s smooth, level sur- 
face takes ink perfectly, gives quality re- 


production without glare. Its controlled 


porosity keeps colors on the surface. Pic- 
tures snap and sparkle. 

This flexible offset printing paper gives 
dependable press performance. Handles 
easily, Requires no pampering. You save 
time and money —and get outstanding re- 
sults as well. 

Ticonderoga Offset is ideal for bro- 
chures, travel folders, book jackets, pro- 


grams, menus, catalogs, inserts —any job 
that must combine quality with economy 

Ticonderoga Offset is now available in 
ten standard sizes and five weights. Seven 
fancy finishes, made to your order. 

Ask your paper merchant for informa- 
tion about Ticonderoga Offset and the 
other printing grades in International 
Paper's first family of fine papers. 


Fine Paper Division INTERNATIONAL PAPER New York 17, N. Y. 
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AA theme: COMMUNICATION 
\ t 


WIT 


How to use 


Direct Mail to 
Promofe a convention 


Here's the story behind the amazing success of the record- 
breaking 1959 DMAA convention in Montreal. Working 
against odds, convention chairman Douglas Mahoney 
came up with an ingenious promotion package which pro- 
vides a host of ideas for anyone faced with the problem of 
building attendance for any special event. 


By Dick Hodgson 
AR Executive Editor 


When 1,250 admen showed up in 
Montreal in September for the 1959 
Direct Mail Advertising Assn. con- 
vention, all sorts of records were 
shattered. Not only was this the 
most successful convention in 
DMAA history, but it represented 
the largest turnout ever to attend 
any kind of advertising convention. 

The record attendance provides 
concrete evidence of the pulling 
power of direct mail, for behind the 
march to Montreal was one of the 
year’s outstanding direct mail cam- 
paigns. 


> The whole project really started 
back in 1956 when Douglas B. Ma- 
honey, advertising manager of 
Frank W. Horner Ltd., Montreal, 
sold the DMAA board of directors 
on staging its 1959 convention in 
Montreal—the first to be held out- 
side the U. S. since 1942. It was a 
tough selling job since there was 
almost universal fear that such a 
location was certain to mean a 
drastic drop in attendance, with few 
members outside of Canada or the 


northeastern part of the U. S. par- 
ticipating. 

Adman Mahoney, however, was 
convinced that with proper planning 
and promotion such fears would 
prove unwarranted. As the 1958 
convention in St. Louis passed into 
history, Mr. Mahoney sat down and 
made a seven-point outline of the 
task he faced as the 1959 conven- 
tion steering chairman: 


1. Structure a_ relatively unique 
convention package with glitter and 
substance. One that could be mer- 
chandised with enthusiasm. 


2. Establish a theme that would be 
powerful, accommodate the diver- 
gent interest groups in the asso- 
ciation, lend itself to attractive and 
compelling visual symbolism 
throughout promotion to “on the 
spot” follow through. 


3. Enlist the romance of French 
Canada. 


4. Attract a large female attend- 
ance. 


5S. Conduct promotion under the 
handicap of manual addressing. All 
pieces had to be addressed by hand 
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the real lowdown 
On whare to wine, dine and frolic, 


Versatile Artwork These typical DMAA convention pieces 
how the versatility of the highly flexible 


ple lapel button shown at left center. Other items include table 


hown in tent listing schedule for closed-circuit telecasts, registration 
its Original two-color form on page 77. The uses range from the 


‘basic art 





form, luggage tags, envelopes, tickets and Montreal guide. The 


convention program (large booklet with tab indexes) to the sim ame art was also used for dozens of other items not shown 


or typewriter since the stencil lists 
were in the U. S. and promotion had 
to go out from Montreal 


6. Seek supplementary 
tie-ins with local 


promotion 
suppliers, Ca- 
nadian paper houses, printers, ho- 
tels, airlines, ete 


7. Do this on a very modest budget 


> From November through January, 
Mr. Mahoney’s steering committee 
hammered out the program details 
with heavy accent on visuals. In- 
cluded in the convention plan were 
a number of new features such as 
a direct mail “Hall of Fame,” in 
which contest winners of past years 
brought their stories of direct mail 
success up-to-date, and twice daily 
closed-circuit tv (Nov 
AR, page 8). 

By the March 6 DMAA board 
meeting, a complete program was 
ready for approval. But meanwhile, 
the promotion campaign was al- 


programs 


ready underway. Two inexpensive 
picture postcard mailings were sent 
out to stir interest, create aware- 
ness and move some people to re- 
serve hotel rooms and talk about 
the meeting 

The first postcard featured Mont- 
Queen Eliza 
beth Hotel, which was to be con- 
vention 


real’s outstanding 


headquarters. This was 


mailed late in February to a list of 
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about 7,000 names developed from 
a number of sources 

The second postcard pictured 
goats trimming the grass roof of 


The Mont Gabriel Club in the 


Laurentian mountains, which was 


to be the setting for a Dior fashion 
show for wives. The copy was typi- 
cal of the approach used for the 
attendance-boosting mailings: 
“Certainly 


they’re [the goats} 


real! And will be cutting grass for 
DMAA wives on the Sept. 14th Lau- 
rentian tour featuring a mountain 
top Dior Fashion Show, swim spec- 
tacle and French cuisine. 

“Fifty miles south you'll be deep 
in @ provocative program at the 
Queen Elizabeth Hotel. Reserve 
now from Sept. 13-16 with Nelson 
Verge, Res’v. Mgr. He speaks good 
English and will confirm.” 


The postcards were  hand-ad- 
dressed, with the messages in simu- 
lated handwriting. The Canadian 
stamps, of course, added an addi- 
tional point of interest. 


>» As in any good mailing campaign, 
list research and compilation was 
given special attention. An analysis 
of previous DMAA convention 
registrants showed that 80°% were 
DMAA members. Therefore, it was 
decided to concentrate the fire on 
members by 
seven 


hitting them six or 
instead of wasting 
money on fringe lists. 

Also included in some of the 
mailings were previous convention 
attendees, DMAA Workshop §at- 
tendees, wives who had attended 
previous conventions and members 
of the Montreal and Toronto Adver- 
tising and Sales Executive Clubs 


times 


’ Once the DMAA board had ap- 


proved the proposed convention 





program in its entirety, the major 
portion of the direct mail campaign 
began in earnest. Doug Mahoney 
and Dick Wilson, his assistant at 
Horner, set to work to develop a 
permanent art theme which could 
be utilized on everything from the 
mailings on through actual printed 
material and even the signs at the 
convention itself. 

Mr. Mahoney 


communications 


with a 
stamps symbology 
which was then rendered by Dick 
Wilson in conjunction with another 
talented Simcik, 
who had years on 
Horner's 


came up 


craftsman, Hans 
worked many 
pharmaceutical promo- 
tions. 

The final art was prepared double 
size, set up in way that it 
was possible to use portions of it 
for newsletters, registration blanks, 
various sized 


such a 


badges, 
signs, tv cards, luggage tags and a 
host of miscellaneous items. 


envelopes, 


So versatile was this single piec: 
of artwork, which was prepared fo: 
a basic charge of $140, that it was 
reproduced effectively in one, two, 
three and four colors for various 
jobs. Offset positives were made and 
shipped to New York for some of 
the promotions which were being 


handled by DMAA headquarters. 


> With the artwork ready to go and 
DMAA now promoting the conven- 
tion in its regular mailings, the 
Montreal committee mapped out the 
vest of the campaign 

The third mailing (following the 
{wo postcards) went out to the en- 
tire promotion list of about 7,000 
on May 5. It was a two-color news- 
letter twist—it had 
two front pages; one in English and 
a duplicate in French (printed up- 
side-down on what would normally 
be the back page). The 
however, was entirely in 


with a unique 


inside 
spread, 


Newsletters . 


convention attendance, 


English and presented general de- 
tails on the convention program. It 
was accordion-folded for a No. 10 
envelope so that the English mes- 
sage showed on one side and the 
French message on the other before 
unfolding. 

One of the complicating factors 
was the need for two different types 
of business reply envelopes—Ca- 
nadian for mailings to prospects in 
Canada; U. S. 
of the border. 


for prospects south 


> The fourth mailing took advan- 
tage of the “First Day Cover” issue 
of the St. Lawrence Seaway stamp. 
The mailing package included a 
three-color letterhead using the 
basic art with copy headlining Jane 
Morgan, the featured performer at 
the annual banquet, and the closed- 
circuit tv programs (and, of course, 
mentioned the Seaway stamp). 
The mailing also included a rerun 
of the first 
newsletter, 
reply envelope, reservation 
card from the Queen Elizabeth Ho- 
tel, and a_ full-color 
Montreal imprinted 
vention plug. 


two-color, four-page 


registration form, busi- 


ness 


folder on 


with a con- 


> The fifth was based on 
a special convention issue of Pro- 
vincial’s Paper, the external house 
organ of Provincial Paper Ltd., 
Toronto. About 7,500 copies of the 
colorful Pro- 
vincial’s containing 
The 
issue featured direct mail subjects, 
including a special article by Doug 
Mahoney about his company’s high- 


mailing 


magazine went to 
each 


a convention registration form 


own list, 


ly effective direct mail program and 
an analysis of a survey on direct 
mail conducted by Elliott-Haynes 
Ltd. 

On July 15, the 
mittee 


convention com- 


mailed an additional 2,500 


. The basic art provided continuity for a series of newsletters promoting 


with variety introduced through added color The basic two 


Se UR e134) ee 
BUSINESS FOR OVER 30 YEARS 


TCL ttm tb hie ly 
LETTER & MAILING 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 
Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 
Multigraphing © Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 

tenance. 

| Call Wabash 2-8655 and Just Ask For Marie 

| 


Leder Ship nw 


431 SouTH DEARBORN STREET 
Curcaco 5, ILL. WABASH 2-8655 


ENVELOPE 
POCKET 
FILE 


Vertical file for all 
hard-to-file materials: 


art work, plates, negatives, stencils, 
x-rays. Gives complete protection; 
keeps materials organized and identi- 
fied for instant use; saves space. Heavy 
Kraft envelope pockets up to 24” x 30”, 
each individually suspended from 
unique PLAN HOLD rack. You can 
file 300 envelopes in only 24 lineal 
inches. For wall mounting or in attrac- 
tive steel cabinets for extra safety. 
PLAN HOLD offers a complete line of 
vertical and roll file equipment in 
modular sizes, fixed or mobile. Ask 
your engineering supply or office equip- 
ment dealer. Or write direct for illus- 
trated catalog to the manufacturer: 


PLAN HOLD CORPORATION, vept. a 


5204 Chakemco St., South Gate, Calif. 


color art is used for the newsletter at left 


Red, black 


A third color (tan) i 


blue and tan are used in the 


s added to the version in 


the center right 


example at the 
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Are Th ee bs a 
Ist CLASS POSTAGE for 
3rd CLASS RECEPTION 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex ... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


waz 


ONVELOPE CORPORATION 


026 FRANKLIN BLVD, CHICAGO 172, ILL 


FULL COLOR 
POSTCARDS \ 
DESIGNED TO SELL!| 


Crocker Mirro-Chrome 
advertising and sales 
promotion post cards 
brilliantly portray and 
sell your product 

at a cost of less than I¢ 
each. Mirro-Chrome can 
work for you—contact 

a Crocker Salesman in 
your area, or write 


Dept. AR-1 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission + Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th + New York, 11 W. 42nd 
Detroit, 19600 W. McNichols - Baltimore, St.Paul & 24th 
Seattle, 322 Colman Bidg. + Portland, 1325 S.W. 13th 
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Complete Package . . 


This package of materials went to all advance registrants. In- 


cluded were a pre-registration form to eliminate delays in checking into hotels, the 
lapel button, baggage tags, literature about Montreal and customs information 


copies of the magazine along with 
a letter, registration form, reply en- 
velope and hotel reservation card 
all enclosed in a special three-color 
9x12 envelope featuring the basic 
artwork 


> Mailing number six was a four- 
color newsletter, again utilizing the 
special artwork. Also included were 
the registration and hotel reserva- 
tion forms, the business reply en- 
velope plus a special flyer describ- 
ing the program for wives. 

The newsletter included complete 
details on the program. All were 
packaged in the special envelope 
(using the basic art), which helped 
tie convention mailings together. 


> The next mailing was a special 
to all registrants and hotel room 
reservees. The convention commit- 
tee spent about five days checking 
reservations at the Queen Eliza- 
beth and Mount Royal Hotels. These 
names were then’ cross-checked 
against the DMAA list of regis- 
trants. 

To the resultant list went one of 
the most outstanding pre-conven- 
tion packages we’ve ever seen. It 
included: 


e A letter (three-color letterhead) 
from H. U. Banks, convention ar- 
rangements chairman, outlining a 
special pre-registration system to 
eliminate delays at the hotels— 
something which has plagued con- 
ventioneers for years. 


@ A hotel pre-registration form and 


wreply envelope. The conventioneer 


filled-in the form with details on 
arrival time, method of travel, type 
of reservation held, hotel, etc. From 
these forms the committee pre- 
registered conventioneers at the 
proper hotel so that on arrival all 
that was necessary was to pick up 
the room key. 


© A metal lapel “recognition but- 
ton” (utilizing a portion of the basic 
art). “Gives you the chance to greet 
and be greeted by fellow attendees 
during transit,’ explained the let- 
ter. 

® Two-color luggage . tags (the 
basic art again). The letter ex- 
plained: will also identify you 
with the convention and offer added 
assurance that your effects. will 
make it to the Queen Elizabeth.” 


e A fact-filled, 32-page visitors’ 
guide to Montreal published by the 
local tourist and convention bureau. 


© A map of Montreal showing prin- 
cipal routes and points of interest 
plus a mileage table, also published 
by the tourist and convention bu- 
reau. 


e A “How to Enter Canada” guide 
published by the Canadian Govern- 
ment Travel Bureau and including 
customs regulations, admission re- 
quirements, currency exchange and 
other valuable information. 

The package was mailed first 
class on August 24 in the special 
envelope used for other mailings. 


> By this time, both the Queen 
Elizabeth and Mount Royal hotels 





were nearly sold out. But since 
convention interest was obviously 
running at such a fever pitch, the 
committee decided on still an eighth 
mailing. Envelopes had been ad- 
dressed, plenty of the convention 
program newsletters were on hand 
along with the registration forms. 

So on August 28, the full list re- 
ceived this package. In 
Montreal and 
received a 


addition, 
Toronto addressees 
special 
ticket order form. 


single session 


>’ Actually, Doug Mahoney's com- 
mittee wasn’t the only group work- 
ing on attendance promotion. Other 
mailings included: 


Canada Aijirlines mailed 
twice in July to the entire promo- 
tion list, plugging both “travel by 
TCA” and the convention. 


® The Simpson Montreal, 
mailed four times to its 2,200 pros- 
pects, plugging convention attend- 
ance 


e Trans 


Press, 


® Howard Smith Paper Mills Ltd. 
utilized the basic convention art for 
a two-color stiffener sent late in 
August to its 11,000 prospect list. 
The 81x11” card carried a letter 
in English on one side; a similar 
letter in French on the reverse 


e The Canadian National Railways 
sent out mailings in July offering 
help in arranging transportation to 


Montreal. 


@® The Alpine Inn in the Lauren- 
tians made a September 1 mailing 
to suggest a visit either before or 
after the convention. 


@ Several magazines carried special 
features on the convention plans 


in summer issues 


®¢ DMAA headquarters in New 
York constantly plugged attendance 
in a number of mailings—including 
a personalized first class mailing 
to all members who had not regis- 
tered for the convention as of Au- 
gust 15. 


> To wrap up the picture, it is 
necessary to mention the art theme 
follow-through during the conven- 
tion. The same basic piece of art- 
work was adapted for convention 
tickets, 


schedule, 


program, badges, closed- 


circuit = tv convention 
signs, a booklet listing special things 
Montreal, envelope for 
registration package, etc. 


to do in 


The results, of course, speak well 
for the effectiveness of the ap- 
proach. Here was a convention fo 
which nearly 


everyone predicted 


the poorest attendance in 


years 


many 
Its out-of-the-way location 


appeared to make this a certainty. 
But thanks to an outstanding pro- 
motion campaign, it turned out to 
be a record-breaker. 

There are a number of lessons 
to be learned from this campaign: 


1. Develop a central theme and 
stick to it, making sure your “pack- 
age” is one which can be merchan- 
dised with enthusiasm. 


2. When possible, prepare a ver- 
satile piece of high quality art and 
then avoid the temptation to try 
something different. Instead, build 
impact by repeat use. 


3. Start your promotion early— 
you don’t have to wait until all of 
the program details have been 
worked out. 


4. Line up support from outside 
organizations—particularly those 
who will benefit from success for 
your promotion. 


5S. Trade upon “romantic” aspects. 


6. Build a strong, well-researched 
mailing list and concentrate your 
efforts on the best prospects. 


New Year’s Mailings... 


Directories Released 
For 1960 Mailings 


The 1960 directories and mailing 
list catalogs are beginning to be 
seen. Most noteworthy of these to 
come across AR editorial desks are 
the following: 


Mail Order The 1960 edition of 
Directory the Mail Order 

Business Directory 
has been released by B. Klein and 
Co., New York. 

Over 3,000 listings covering 
everything from diamond bracelets 
to Mexican burros are included 
in the 115 pages of the 814x11” spi- 
ral-bound directory. Each listing 
shows the name of the company, the 
names of the buyers, the lines they 
handle and other pertinent informa- 
tion. Price is $15 on a ten-day ap- 
proval. 

A folder, describing this and sev- 
eral other directories published by 
Klein, is available. 
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Mailing List 
Catalog 


A vast variety of 
selective mailing 
lists are described 
in the 1960 catalog from Fritz S. 
Hofheimer, New York. 

The list groups are listed in their 
alphabetical sequence and are often 
cross-indexed for easy reference. 


7. Be sure to bring wives into the 
act. 


8. Don’t forget the follow-through. 
In this case, it was recognized that 
advance registrations and/or hotel 
reservations didn’t necessarily mean 
actual attendance — particularly 
when the reservations have been 
made well in advance. The special 
efforts to “convert” these “prob- 
ables” into actual attendees resulted 
in a very low percentage of can- 
cellations. 


9. Don’t stop just because success 
appears assured. That final DMAA 
convention mailing undoubtedly 
brought in at least another 100 
registrants. 


10. Make sure your product lives 
up to the advance promotion. This 
lays the groundwork for success in 
the future. DMAA did just that. 
The convention was widely ac- 
claimed as the best ever. Before the 
conventioneers left Montreal, sev- 
eral hundred had already signed 
up for DMAA’s 1960 convention in 
Miami Beach! 44 


Each listing is described and price 
per thousand is listed for each. 

Included in the group listing are 
executives from all types of busi- 
nesses; professional people ranging 
from accountants to x-ray techni- 
cians; and a large selection of Ca- 
nadian lists. 

Samples of the catalog are avail- 
able. 
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House Organ Booklet 
Stresses Its Worth 


gern 
& 


The external house organ — a 
direct mail area often neglected 
receives complimentary attention in 
a booklet from Dexter Publications, 
Chicago. 

Pointing out that the house organ 
has the lowest “wastebasket” cir- 
culation of direct mail sales aids in 
general, Dexter stresses its impor- 
tance in regular customer contacts. 

It can be, according to the booklet, 
“an economical and effective solu- 
tion” to the impossible job of per- 
sonally calling upon all customers 
and prospects once a month. 

The back part of “How to In- 
crease Business and Influence Cus- 
tomers with Your Own House Or- 
gan” lists nine advantages offered 
by this medium and several impor- 
tant do’s and don’ts for the house 
organ user. 
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A charter subscriber to Ad Requirements says: 


"AR’s practical information 1S easy 
to adapt and apply in my work...” 
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experience before taking 
the helm of his own firm in 
New Haven a decade ago. 


E. J. Lush, Inc. services a 


number of consumer and 


industrial accounts 
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By Ernest S. Green 

Senior Copywriter 

Advertising Department 
Johns-Manville Sales Corp., N. Y 

Two of the most widely-used 

units of direct advertising are fold- 

ers and envelope stuffers. They are 

alike in 
others. 


some respects, unlike in 

Yet there is no mystery in their 
planning. Each is, in the final analy- 
sis, an advertisement. 

True, neither folder stuffer 
appears on a magazine page. But, 
as a print medium writer who has 
switched to product literature for 
the past five years, I found 
that the pattern of elements in a 
typical publication insertion 
provide a workable pattern 
folder and envelope stuffer. 


nor 


have 


can 


for 


> Let us take a basic page layout. 
You have the following elements: 


1. a large main illustration; 
a headline; 
a sub-head; 


a sign-off with address 


2. 
3. 
4. a body of text matte: 
5. 
6. 


a logotype to identify what is 


being advertised; 


a 


HOW TO PLAN 


A FOLDER 


When you have to shift from preparing a space ad 
to preparing a folder or a stuffer, this article should 
have some useful principles to guide you. 


7. a supporting illustration; 


8. a caption for that 


illustration. 


supporting 


Other elements such as breaker 
heads, text in boxes, additional sup- 
porting illustrations and 
may be used, of course, 
keep it simple and 
eight mentioned above. 

But before planning a folder or 
an envelope stuffer, we have to be 
realistic. So ‘we'll start with the 
budget and what it tells us 
about the difference between fold- 
ers and stuffers. 

The folder, chances are, has an 
initial run of 20 to 25°% of that of 
the envelope stuffer. It has a unit 
cost that is four or five times great- 
er, at least until reprints bring the 
initial unit cost down. We're talk- 
ing about dimes when we. talk 
about folders and pennies when we 
talk about stuffers. 

Since this follows that 
a stuffer is more expendable than 
a folder. It implies also that the re- 
cipient of a folder is considered 
further along the path to a 
and may be assumed to have a rela- 
tively advanced degree of interest 
in the product. Thus the salesman 
may leave a folder to mark his call 
on an interested prospect, while the 


coupons 
but let’s 
stick to the 


see 


is so, it 


sale 





same salesman at a trade show ex- 
hibit may keep the folders in an 
inconspicuous place to give out to 
only the most interested booth vis- 
itors. The stuffers, on the other 
hand, will be right out where peo- 
ple can see them plainly and can 
be handed out to those whose curi- 
osity may or may not be more than 


skin deep 
> Applying our ad element pattern 
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to the cover of a 4-page 81x11” 
folder, a good planning order would 
be #6, #7, #2, of the eight basic 
elements. 

A folder cover is basically a book 
cover. It gives the book’s title, states 
its subject and, by word and pic- 
ture, gives an idea of what may be 
expected when the page is turned. 
So it’s logical to start off with the 
logotype and, using the supporting 
illustration, state the headline 
thought. The supporting illustration 
is a better bet than the main illus- 
tration here, provided that it is a 
relevant one. The main illustration 
is a good one to save for the inside 
spread 

Whether it’s a double-page spread 
as in a 4-page folder (or a triple- 
page if you’re wealthy enough) the 
sub-head #3 is an excellent stream- 
er to run all the way across the 
top, and, along with a smashing 
display of main illustration #1 to 
get the reader started on his main 
business, soaking up the information 
you are spreading before him in the 
text body #4. 


> The two-page spread of a 4-page 
folder has twice the space of a typi- 
cal magazine page, so there’s usual- 
ly room for more supporting illus- 
trations, and perhaps a case _ his- 
tory or two. The three-page spread 
of a six-page folder allows for these 

and more of them—plus space for 
installation procedures 
when we're dealing with an indus- 
trial product 


diagrams, 


Also fittings, acces- 
sories and extra equipment in case 
such factors are part of the story. 

The back page of a folder is a 
sign-off with address and that is 
where element #5 comes in along 
with a reappearance of logotype #7 
and space for dealers’ imprint, 
where required. There is likely to 
be even more space here than these 
functions of identification and re- 
call require. For an industrial prod- 
uct, there would be space for a 
table of weights and di- 
mensions. For a product with re- 
lated products in the line, a brief 
rolleall of these uncles and cousins 
might be in order here. 


S1zZes, 


> Envelope stuffers use a different 
set of ad element numbers for a 
different set of Stuffers 
have to do more of a sales job 


reasons. 


faster and cannot count on any very 
deep reader interest in the subject. 
They must sell first and identify 
later when the reader has become 
interested. 

Therefore, for the cover, #2, #1, 
#6 is suggested as a planning order 
that may work for you. And, even 
here, the logotype is not as im- 
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portant as it is on the inside and 
back pages. 

Since, in a 34%x6” page, no one 
illustration can be very big, it is a 
good idea to hit the reader with the 
best picture you have right at the 
outset. And the hardest-hitting 
headline, too. 

The spread of a stuffer should, 
like the folder spreads, be domi- 
nated by the ad subhead element. 
This may have to be cut down some. 
So may the text. 

Why stuff a stuffer? If there’s 
room for supporting illustrations in 


Symbol Research 
Suggested at Forum 


The need for more consumer re- 
search in the area of corporate sym- 
bology was stressed in a research 
forum sponsored by Walter Landor 
& Associates, San Francisco. 

Five consumer research steps 
listed in the search for more effec- 
tive visual symbology include: 


1. To determine a company’s pres- 
ent image; 


2. To evaluate this image in oppo- 
sition to competitive images; 


3. To ascertain the ideal image; 


4. To decide what the new corpo- 
rate symbology should communi- 
cate; 


5. To analyze how successful is the 
new symbology. 


Industrial designer Walter Lan- 
dor listed six essential qualities 
of a good corporate symbol as 
uniqueness, appropriateness, power 
to communicate, flexibility in use, 
afterglow, and timelessness. 

Dr. Maurice Rappaport stressed 
the importance of teamwork be- 
tween the designer and the mar- 
keting researcher. “Without bene- 
fit of research,” he said, “a design- 
er could come up with a perfectly 
beautiful design concept — but one 
that fails to truly communicate to 
the consumer what the company 
wants to express about its product 
or service.” 

Additional information is avail- 
able from Walter Landor & Asso- 
ciates, Design Building, Pier 5 
North, San Francisco 11. 44 


Two Companies Adopt 
Symbolic Trademarks 


Two New York companies re- 
cently underwent face-lifting pro- 
grams which resulted in revamped 


the stuffer spread, they might be 
given a whirl. The logotype should 
be given a workout on this spread 
and it should appear again on the 
back page. 

In signing-off in a stuffer, the 
element of “Write for Additional 
Information” should come in for 
serious consideration. A __ stuffer 
reader who took the trouble to re- 
quest a folder would prove his in- 
terest, and would be entitled to a 
piece of literature costing several 
times the cost of a stuffer to pro- 
duce. 44 


corporate images 
new tradermarks. 
H. & L. Gross Inc., New York tex- 
tile manufacturer, is building its 
new program around a trademark 
consisting of a lower case “g” 
printed with a textile-textured look. 
The “g” appears, with modifications, 
on company business cards, labels, 
letterheads and envelopes. 
Mastercraft Lithographers also 
blended a trade symbol with its 
corporate initial when selecting a 
new trademark. Mastercraft now 
blends a script “m” with an ab- 
straction of an offset press. The cir- 


complete with 


MASTERCRAFT LITHOGRAPHERS, INC 
214 Sullivan St, New York 12. N.Y. GRamerey 7411012 


cles, meant to portray press rollers, 
appear in blue, yellow and red. 
Mastercraft also uses its new trade- 
mark on business forms and ship- 
ping labels. 

Both symbols were designed by 
Eckstein-Stone, New York graphic 
designers. 44 


More and more... 


Cold Type Sources 
and Resources Grow 


There is no lack of available ma- 
terial to those who find cold type 
convenient and economical. Almost 
each mail brings new listings or new 
catalogs. 


Letters 
In Pads 


Letter-It, which is 
a system of setting 
headline type by 
using sets of padded letters, a sep- 
arate letter to each sheet, offers an 
assortment of new typefaces in a 
16-page catalog. These include an 
assortment of sans serif faces, three 
serif styles, a group of casual brush 
letters and a Lydian. 

They are offered only in complete 





fonts, with the regular assortment 
containing 50 sheets per pad, and 
the junior font 15. 
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Fototype A new catalog from 
Catalog Fototype Inc. illus- 
trates more than 
300 styles and sizes available in its 
padded letters. Printed on index 
cardstock, the letters are torn off 
one at a time, and inserted in a spe- 
cial composing stick, which alines 
and spaces them automatically. 
The catalog itself is an example of 
the use of cold type, being set with- 
out metal type proofs. Body copy 
was with electric typewriter; head- 
lines used Fototype. 
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Fotoflex A selection of 
Lettering photoprocessed let- 

tering and _e trick 
photography is shown in Book No. 
8, recently released by Fotoflex Co., 
New York. The booklet illustrates 
some of the alphabets available and 
includes examples of them in com- 
binations of face, size or treatment. 
This will help the designer visualize 
possibilities that may be obtained 
from the basic typefaces. 

A final spread gives examples of 
how lettering can be given special 
effects, such as being placed in per- 
spective, being thickened or thinned, 
or curved in varied shapes. 
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Cut-Out Foto-Fonts No. 3, 


Type containing, the 


publisher states, 
8,600 characters in 19 complete fonts, 
has just been released by A. A. 
Archbold, Burbank, Cal. Alinement 
is achieved by a sharp hairline rule 
which is printed in the proper posi- 
tion beneath each letter. 

The 32-page booklet includes both 
serifed and sans serif faces, plus a 
rustic letter in two sizes. There are 
also three pages of blockout pat- 
terns, especially useful for business 
forms. A circular is available. 
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That's real nice, but I’m kind of par- 
tial to sans serif. 


ACTOR 


RADIO CORPORATION OF AMERICA 


SUPER MARKETS 


/f you've seen these in R.O.P. color, 
you've seen the quality - results of 


PROGRESS R.0.P. Color Mats 


These, and other leading advertisers, are getting 
superior shrinkage-resistance and superior register- 
preservation with Progress R.O.P. Color Mats... 
and at a cost far below the cost of most other R.O.P. 


mats, regardless of quality. Phone or write us now 
for more information. 


PROGRESS PLATE MAKING COMPANY 


913-23 Filbert Street, Philadeiphia 7, Pa. WaAlinut 2-0447 
s 
IS, 


i. i 
P 


The PROGRESS + HANSON - PROGRESSIVE Group 
One of America’s Most Complete Graphic Arts Organizations 


PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Composition Company 
923 Filbert Street, Phila. 7 \ Sth & Sansom Streets, Phila. 7 9th & Sansom Streets, Phila. 7 
Walnut 2-0447 ; Walnut 2.5567 Walnut 2.2711 


NEW YORK: MU Hill 2-1723 . NEWARK: MA 3-5334 . WASHINGTON: EX 3-7444 


LANCASTER: EX 4-1675 . WILMINGTON: OL 5-6047 . BALTIMORE: SA 7-5302 . RICHMOND: Mi 4-2771 


Why fish hor Winwows? 


Your sales story can reach the professionals 
who buy or specify in the $3 billion 
promotion, production and 
merchandising market. 


How? 
Advertising Requirements 


In the pages of 
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By Edith Pilpel 


In the family of printing processes 
silk screen is outstanding because of 
the depth and intensity of its color. 
Among artists it is a favorite print- 
ing method, for it faithfully repro- 
duces the ideas and color he has 
carefully put into his artwork. It 
enables him to design art for un- 
usual materials. It is the ideal 
method for fast advertising promo- 
tion materials. 

For many years artists who were 
accustomed to designing for screen 
process thought in terms of large, 
flat poster effects, solids, broad color 
areas. Screen process is still unsur- 
passed for work of this type. But 
silk screen printing has become 
even more versatile; yet it retains 
its special richness of color, the 
ability to handle extra large sizes, 
the ability to print on almost any 
material, even already shaped ob- 
jects. 

Materials that can be screen 
printed include paper, cardboard, 
foil, metal, glass, wood, acetate, 
cloth, Masonite, wallpaper, leather, 
plastics, vinyl and many more. 


> In screen process, the “plate” or 
silk screen is a frame, usually made 
of wood. The frame is _ tightly 
stretched with a special silk or 
metal mesh. The printing image is 
achieved by blocking out non- 
printing areas on the silk mesh, 
leaving the printing areas open for 
the ink to pass through. 

This plate is set down on the 
surface to be printed, the ink poured 
in and drawn across the silk with a 
special rubber “squeegee.” When the 
screen is raised, you see the printed 
image on the stock. 

The deposit of ink is considerably 


pared by the Screen Process Printing Assn.., 
Chicago. 
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How to prepare ART 


greater than in other printing meth- 
ods. This heavier layer of ink gives 
screen unique color 
strength. It is also why daylight 
fluorescent colors are best printed 
by screen process. Metallic inks, 
varnishes, lacquers, even glue for 
pasting swatches are _ successfully 
printed by screen process. 
Depending on the subject matter, 
the “plate” or 
be made by 
mechanical 


process its 


screen stencil can 
hand or by photo- 

methods. Registration 

can be held to critical tolerance. 


7 SL. 


va 


The Basic Process . . . Ink is squeegeed 
through a screen onto paper, being held 


back by a solid area to form the print 


>» The knife-cut method is generally 
used for making screen process 
plates from full color art. The “film- 
cutter” manually separates the art- 
work into individual  knife-cut 
stencils of each color. The stencil 
film is transparent, consisting of a 
layer of lacquer bonded to a back- 
ing sheet. 

The stencil film is placed over 
the artwork and the film cutter 
traces the parts to be printed by 
cutting through the lacquer surface 
with a precise cutting knife. Areas 
to be printed are peeled away from 
the backing sheet. The film-cutter 
plans the sequence of printing first, 
then cuts one stencil for each color, 
adding bleed or underlay as he 
traces. 


When he has made his film sten- 
cil, it is adhered or bonded to the 
silk with a special solvent which 
makes the lacquer stick to the silk. 
The backing sheet is then removed 

the silk now serves the purpose 
of supporting the stencil. Open areas 
of the silk become the printing 
image. Areas covered by the lac- 
quer film will prevent the passage. 

If necessary, the screen process 
craftsman is able to add soft edge 
vignetting or dry brush to the 
knife-cut stencil after it is adhered 
to the silk. He accomplishes this by 
carefully painting on the silk with 
a blocking-out solution. 

Please do not expect this manual 
gradation to render your dry brush 
dot for dot. What it does give you 
is the direction and intensity of 
your fade-off. So use it sparingly 
and with clearly visible intention. 

In the knife-cut method, im- 
perfect lettering or lines can be 
corrected by the skilled film-cutter. 


> The photographic stencil extends 
the range of screen process to re- 
produce fine type, texture and art 
especially prepared for the camera. 
It reproduces line drawings and 
halftones. 

Art for photo screens should be 
pre-separated, just as you would 
for letterpress or offset lithography, 
same size or larger, perfectly black, 
square, retouched. In other words 

prepared for the merciless camera. 

The artwork is photographed and 
a film positive is made. The film 
positive is placed in contact with a 
special stencil material the top sur- 
face of which is a light-sensitive 
gelatin bonded to a backing or sup- 
port. After exposure, the stencil is 
developed, the image remains water 
soluble and is washed out. 

The stencil is now attached to the 
silk and when dry its protective 
support sheet is removed. The screen 
is now ready for printing. 





for silk screen printing 


iere is an authoritative guide to the artist who has 


en assigned the task of working with a screen 


ocessor, to get maximum effect at minimum cost. 


>» Painting with “Tusche” and grease 
crayon directly on the silk has de- 
veloped into “serigraphy,” a branch 
of screen process used by artists to 
make limited editions of their work. 
Commercially it is used directly on 
the silk to reproduce crayon and 
pastel effects where color separated 
artwork has not been prepared. 

A tracing is made of the artwork 
directly on a fine-mesh screen. The 
detail is drawn in: with Tusche and 
litho crayon, and then a coat of glue 
is scraped across the screen and 
allowed to dry. After the drawing 
is washed out with mineral spirits 
the glue stencil remains. Stipple, 
spatter, and other decorative effects 
are possible by this method. 

Obviously, where good black and 
white art incorporating these effects 
has been prepared by the artist, the 
camera would be the instrument 
used for making the stencil. In 
general, photomechanical methods 
are superseding the handwork of 
Tusche-crayon stencils 


> There are basically five ways to 
prepare art for silk screen. The first 
two listed below are for knife cut- 
ting only, the last two are for the 
camera. The third uses both tech- 
niques. 


e The job may be so simple and so 
limited in color as to need only 
sharp pencil outlines plus paste-up 
type, a color overlay and color 
swatches. 


e A job in many colors featuring 
large flat areas, crisply articulated 
lines and some drybrush should be 
rendered in full color. This will be 
a knife-cut stencil job. 


e The key-line drawing combines 
one photographic screen with knife- 
cut stencils. 


e Pre-separated mechanicals are 
desirable if a job shows delicate 


detail, a photograph, wash or crayon 
drawing, multiple images. Photo- 
graphic stencils will be made in 
these cases. Art prepared in the 
same manner as for letterpress, off- 
set, etc., 
process. 


is satisfactory for screen 


e A color photograph, an oil paint- 
ing, a water color, or any continu- 
ous tone artwork will be photo- 
graphically color-separated for 
process color reproduction. 


Pencil Outlines .. For this simple 
job the only tools you might want 
to add to your general ones are 
some kind of paste-up type and 
your painted swatches, or color 
swatches from another source. 

Make a sharp outline drawing 
with a hard pencil, and paste in all 
necessary type. 

Over this drawing fasten a flap 
of tracing paper and make a color 
overlay. Indicate the distribution of 
color with crayons as shown below. 

This is all the art needed. 


For Simple Jobs . An outline drawing 
and a color overlay will tell the story 


Full Color Art for Knife Cutting 
- - Make your finished art on illus- 
tration board, slightly grained for 
occasional drybrushing. It is a good 
idea to prepare an extra strip for 
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ART FOR 


SILK SCREEN 


malt 


use actual color chips of 
these quality NAZ-DAR Inks... 


5500 SERIES FAST-DRY 

FLAT FINISH INK 

For paper and cardboard displays. 
5500 Colors dry flat and hard for 
quick delivery, remain flexible for 
folding, creasing and die-cutting: de- 
liver a perfect color match on reruns 
scheduled months apart. Higher 
opacity readings than any other ink 
on the market. 


IMPACT® FLUORESCENT SCREEN 
PROCESS INK 

The very brightest, smoothest silk 
screen colors. Add tremendous eye- 
appeal to all displays and P-O-P 
material. In 8 powerful colors. For 
impact ... specify IMPACT! 


59-000 SERIES SYNTHETIC 
GLOSS ENAMEL 


For metal, wood, glass, masonite, 
anodized aluminum, paper, card- 
board and some plastics. Deliver a 
high gloss, flexible finish in 16 
brilliant colors. 


24-000 SERIES 24-SHEET 
POSTER COLORS 

Excellent coverage, dries to a slight 
sheen. Specifically formulated to 
minimize paste action. 


2500 SERIES CRYSTAL INK 
Perfect for screening photographic 
halftones on paper and cardboard 
displays—excellent product repro- 
duction. Dries rapidly for fast 
delivery, ideal in 4-color halftone 
separation work. 


DL SERIES DECAL LACQUER 
For all types of product and dealer 
decals. Extremely durable, dries 
rapidly {to a smooth, flexible lacquer 
film. 


WRITE FOR 
FREE COLOR CARDS! 


Keep these ‘specially designed (all 
chips bleed-mounted for easy visual- 
ization) cards at your desk or 
taboret. Invaluable guides in pre- 
paring art—matching product col- 
ors, ete. 


Consult your Screen Process Printer 
for helpful P-O-P information 


D . 
NAZ THE NAZ-DAR CO. 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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oo " ATT GG FROreg epny 


BLACKBOARD 
DISPLAY S 


STOCK DESIGNS OR CUSTOM MADE 
OFFER GREAT UTILITY AT ECONOMY 


PRICES. LITERATURE FREE. 

ADVERTISING PRODUCTION 
Specialists in Point-of-Purchase Advertising 
P. O. BOX 59%-A SPRINGFIELD, ILLINOIS 


NEW DEcaLs 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS.. .lettering, numbers, your trademark, 
Send now for FREE SAMPLES and estimate. 
SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


SERVICE 


Attention 
getters: 


MACK’s 
*‘*MOPPETS”’ 


Hundreds available. 
Exclusive use. 
Low priced. 


Write your needs 
and request samples. 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: MI 7-5377 


READY-TO-USE CARTOONS 


ft Put Bounce in your Bulletins ! 5000 pro- 

4 fessional repro proofs sent to you now 

800 all-new proofs in spiral-bound Annual 

each year. B. F. Goodrich, General Mills use 

‘em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsr 


~ 


SS 
© STIVERS STUDIO - BOX 3684 - SAN FRANCISCO 19, CALIF 


VISUALIZERS 


Merle 4 lute tae me LiL | 
tracing of Art, Copy, Transpar - 
encies and Three-Dimensionals 


. MODEL J & W VISUALIZERS. For 
copy of objects. Image instantly 
projected on tissue of Bristol 
Board. Eniarging or reducing by 
calibrated diais in seconds 4 
times enlargement of reduction. 
ROYAL UPRIGHT VISUALIZER & 
ART AID. For limited floor space 
yet full size working area Floor 
space only 27°29", hewmnt 49". 
4 times enlargement of reduc- 
tion 
CROMWELL ANGLE VISUALIZER 
Small, compact, only } 
floor space, yet « 
portant features of 4 
400% enlargement of reduction 


COROWET DESK TOP VISUALIZER Send for Cato 


Fits on top of desk. Easily port 
able. Work een 107212" & limes LACEY-LUC! PRODUCTS, INC 


enlargement or reduction 3) Central Ave. * Newark 2, WJ 
VISUALIZERS FROM $177 UP | DEALERS: Choice Territories Open 
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Color Guide 


lor you want vy » of each 


printer the 


ust n >-s stock 


painting swatches and a nest of cups 


for premixing poster colors. You 


may need a small jar of “trans- 
parent base” tinted with oilcolor, to 
use over the preceding water colors 
without (You 
screen process printer can provide 
the “base.”) Colors are not blended 
or diluted since the knife-cut stencil 
is not 
effects 


Transpare nt colors for extra colo: 


dissolving them 


meant to reproduce wash 


effects should be used with discre- 
tion. As a general rule it is best to 
limit the transparent colors to one 
or two toa job 

If you are using a _ transparent 
color, paint it last. This will enable 
you to see and judge the resulting 
shades 

Cover the full color original with 
a tissue flap and paste copy ele- 
ments in position, indicating thei: 


color 


Art for Photographic Stencils. . 
Here art for screen process can be 
the same as for letterpress, offset, 
and so forth 

Study your comprehensive sketch 
and decide on the colors needed and 
the kind of rendering you will use. 
Assemble necessary type proofs, 
trademarks, photographs, preferably 
same size or larger. 

For your drawing, use a paper 
that is really white. The ink, paint 
or crayon you use should be truly 
black. 

Send along your comprehensive 
as a guide for planning color rota- 
tion. If you are not sure of the color 
sequence, ask the screen process 
printer to add all necessary bleeds. 
Furnish color swatches or specify 
colors clearly 

If your artwork needs one finely 
detailed drawing and other colors 
in large, rather simple areas, then 
in all likelihood, the screen process 
printer will make a_ photographic 
stencil of the drawing and type and 
cut hand stencils of the other colors 
to fit 


this a “keyline” drawing job 


Screen process printers call 


‘Keyline’ Drawing. . A black and 


white mechanical is made for pho- 
tography, generally of the black ‘or 
last color to be printed. The artist 
can include thin red lines indicating 
the boundaries of other colors in the 
job. Indicate these colors on an 
sheet. Since the color 
boundary lines are not meant to be 
printed, they are blocked out of the 
silk after the first proofs are pulled 
Stencils for colors indicated by the 
lines are knife-cut from the proof 
for perfect registration. After the 
printed, the key-line 
(minus the thin lines) is 


overlay 


colors are 
screen 


printed. 


Pre-separated Art .. This is 
needed for 
work 


intricate multi-color 


where line reproduction of 
more than one color is required. 
When your first color is finished, 
draw marks in the 
open areas of the drawing. Make 
the rest of your black and white 
mechanicals on frosted acetate 01 
grained vinyl sheets and tape them 
securely in position over the key 
drawing. Always trace the crosses 
of the first separation exactly on 
succeeding mechanicals and write 
the name of the color on each sheet 


registration 


A Color a Sheet . 


plex, pre-separate them, being careful 


When color is com 


to add registration marks 


Pen and ink, scratchboard, ross- 
board or coquille board are fin 
ways of rendering. Velox prints, or 
conversions of continuous tone art 
to dots or lines are excellent line 
copy. So are black crayon or dry- 
brush drawings on textured board 
or grained acetate. Multiple units 
are pasted up or the processors can 
step and repeat on the screen. Photo 
lettering or hand lettering may be 
added. Artist’s shading sheets or 
Ben Day can be used to good ad- 
vantage. 


Halftone Reproduction by Cam- 
era .. An endless varicty of tech- 
niques is used by different artists 

pencil renderings, wash drawings, 
etc.—just as for other printing proc- 
esses. However, in silk screen half- 
tones, dark areas tend to print a 
bit darker and light areas tend to 





print lighter. Good sharp retouched 
fairly high contrast photographs are 
best. 


Preparing Art for Color Process 
Work . . Continuous tone color art 
for screen process reproduction is 
prepared just as for other methods 
of reproduction. Your idea _ for 
using this method may have come 
from an existing full-color subject, 
a photograph or a painting. If 
you prepare the artwork use a 
transparent color medium: oil color, 
water color or airbrush. The screen 
process printer will use transparent 
inks. Generally the halftone dot 
will be 65 to 100 line. 

Consult with the screen-printer 
on the practical work size for his 
camera. To incorporate the main 
unit into the mechanical have a 
stat made as a stand-in for experi- 
ments and for the paste-up with 
copy and other units. These will 
probably be opaque line-art as a 
contrast to the transparent inks in 
the picture. 

The mechanical, color overlay, 
and swatches for any opaque extra 
colors are prepared just as dis- 
cussed earlier. 

Where a continuous tone subject 
has been color separated and printed 
by letterpress or offset, black and 
white conversion proofs may exist 
or the plates can be proofed in 
black and white. The screen process 
printer can blow these up to larger 
size, handling them as line copy 
and printing on cardboard or paper 
in the four-color process. a4 


Color Research Folder 
Published by Birren 


American research techniques, in 
this case evaluating economic fac- 
tors in the use of color, will be 
offered to foreign markets by Far- 
ber Birren, color consultant, and 
president of American Color Trends, 
New York. 

In connection with his new serv- 
ice, Mr. published a 
descriptive describing how 


Birren has 
folder 
his organization 
trends, market 
and_ controlled testing and 
creates demand for new colors. The 
folder is written in three languages, 
English, French and German. 

In the folder, Mr. Birren’s firm 
points out that color has become 
force and _ that 
where it once was applied through 


investigates color 
conducts research 


sales 


a great economic 
personal feeling, color selection has 
now been placed on a 
basis of selection. 
Copies are available. 
. for more details circle 109, page 105 


scientific, 


Photographic Services 
Defined by Rik Shaw 


The purchaser of photographic 
services sometimes can get so en- 
tangled in technical terms and proc- 
esses that he often wishes the cam- 
era had never been invented. 

To help that purchaser, Rik Shaw 
of Rik Shaw Associates Ltd., New 
York, has published “Know Your 
Photography (Reproduction Wise) .” 

In it, Mr. Shaw has defined many 
terms often used by suppliers of 
photographic services and gives tips 
and shortcuts on purchasing pic- 
torial services and techniques. He 
also includes prices on the Labora- 
tory Services offered by his com- 
pany. 44 


Stereo Kit Designed 
To Magnify Pictures 


A newly-developed stereocamera 
kit, marketed by American Optical 
Co., Buffalo, N. Y., can be used to 
make 3-dimensional pictures as 
large as 80 times life-size, the com- 
pany has announced. 

By its use, hobbyists, technicians 
or scientists, with a minimum of ex- 
perience in photography can repro- 
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duce standard finishes or surface 
textures for comparative purposes 
in locations far removed from the 
original work. 

Other applications include inspec- 
tion of gravure plates, preparation 
of training pictures used for in- 
tricate, sub-miniature assemblies 
and for the recording of insect or 
flower specimens. 

The device uses standard 35mm 
film. Observation of the stereo pic- 
tures is made by a viewer, included 
in the kit. 44 


Light Motion Picture 
Camera Is Announced 


A new, portable, transistorized, 
optical sound motion picture cam- 
era, light enough for hand held op- 
erations, has been introduced by 
Television Specialty Co., Inc., New 
York. 

Four models of the modified Auri- 
con Cine Voice 11 are in production. 
The light-weight camera has a built- 
in transistor amplifier, VU meter, 
monitoring jack, and microphone 
input. The camera weighs less than 
16 pounds. 


Prices range from about $1,800 to 
$2,300 44 


Satisfy that yen you've had to work on a truly 


flat Bristol Board 


Crescent has it 


vellum or plate finish 


r 


aH 
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By Robert W. Gibson 
Vice-President in charge of 


Sales and Advertising 
Toro Manufacturing Corp 
Minneapolis 


The value of photog- 
raphy in promoting sales has be- 
come a fact of life throughout in- 
dustry. Yet how many photographs, 
designed and produced for one spe- 
cific purpose, are exploited to their 
potential in the total 
program? 

At the Toro Manufacturing Corp. 
this year, we had an experience 
which clearly illustrates the im- 
portance of a flexible approach to 
the use of pictures. Granted, it is 
not often that a single photograph 
achieves such multiple-purpose ap- 
peal that it can be used success- 
fully as the major tool of an entire 
advertising, sales promotion, and 
publicity campaign. 

But this is precisely what hap- 
pened with our program introduc- 
ing the 1959 Whirlwind power lawn 
mower. We found that one picture, 
originally intended as a_ publicity 
photo to accompany a release, con- 
tained so many elements of our 
sales message that we made it the 
keynote of our campaign. The re- 
sults have been dramatic, and we 
attribute them in large measure to 
the use made of that one phote- 
graph. 


creative 


advertising 


> The advertising and publicity de- 
partments had been grappling with 
the problem of developing a year- 
long theme on the new Whirlwinds. 
These rotary mowers incorporated 
a wind-tunnel principle which rad- 
ically improved cutting efficiency 
and enabled the mower to vacuum- 
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clean litter and leaves, making the 
Whirlwind ideal for three-season 
use. This was a lot of “message” 
for what was essentially a visual 
story. 

At the same time Toro’s publicity 
planners were in session to decide 
on a photographic shooting sched- 
ule. Participating were  photog- 
rapher William Vandivert; Dr. J. R. 
Watson Jr., chief agronomist; Don 
O. Benson, chief of research engi- 
neering; James Kaufman, sales pro- 
motion manager; Don C. Benson, 
advertising manager; Vernon Pope, 
public relations counsel, and my- 
self. 

Out of this meeting emerged the 
idea of an “X-Test” picture—a 
comparison of the performance of 
two power mowers. The photo would 
show two intersecting swaths of grass 
one cut by a conventional mower, 
seen in the background, and the 
other cut by a Whirlwind “wind- 
tunnel” unit, in the foreground. 

A few days later the proofs of 
all the pictures taken were de- 
livered—the ‘“X-test” pictures 
among them. 


> In that photograph we saw a vis- 
ual demonstration of every Whirl- 
wind feature we wanted to empha- 
size. By showing results so strik- 
ingly, it provided a perfect point of 
departure for copy describing the 
mechanics behind the Whirlwind’s 
illustrated cutting and cleaning su- 
periority. 

Revamping our original plans, we 
decided to build our entire adver- 
tising program around the “X- 
test.” We used it in our basic bro- 
chure, our salesman’s fact book, in 
our national, local, and direct-mail 
advertising, and in our point-of- 
purchase material. We featured the 


How We Got the Photo 
Number 20 in a Series 


xX marks the photo 


A single photograph proved so impressive 
that it formed the basis of an entire 
promotional campaign for Toro. 


“X-test” theme, with a giant blow- 
up of the picture, at the fall dealer 
meetings held by distributors, in 
conjunction with a live “X-test” 
demonstration. We even used it in 
our time-plan finance ads. 


> Response to this all-out program 
has been unprecedented in Toro 
history. Dollar volume of Toro’s 
power mower line was up 21% in 
fiscal 1959 over the previous year. 
The X-test concept in our adver- 
tising, sales promotion and publicity 
has contributed its impact to these 
sales. 

We realize this experience has 
been unusual. Even the finest 
photography can’t be expected as 
a matter of course to perform so 
many functions so well. But it does 
serve to illustrate the versatility of 
creative photography, creatively 
used, and demonstrates why we at 
Toro believe that our substantial 
budget for pictures is well spent. 44 





Variations on a Theme... . Toro sales lit- 
erature stressed ‘’X-Test’’ results. 








101 /Circle on Readers’ Service Card 
Podded Letters 

. « + Letter-It introduces new alphabets in a 
16-page illustrated catalog. (Page 84) 


102/Circle on Readers’ Service Card 
Fototype Catalog ; 

. » more than 300 styles and sizes are 
offered in -a new catalog of letters printed 
on slips of index cardstock. (Page 85) 


103/Circle on Readers’ Service Card 
Process Lettering 
. a catalog from Fotoflex Co. illustrates 
the variety of lettering available through 
photo-processing, including trick distortions. 
(Page 85) 


104/Circle on Readers’ Service Card 
Cut-Out Letters 

. A. A; Archbold describes his third 
volume of paste-up letters, containing 19 
fonts, in a@ circular. (Page 85) 


108/Circle on Readers’ Service Card 
Colorprint Map Catalog 

. an illustrated catalog, showing a line 
$ premium maps, is available from the 
American Map Co. (Page 61) 


106/Circle on Readers’ Service Card 
Golden Fishing Reel 

. a folder from Zebco shows a presenta- 
tion reel with gold-plated covers and en- 
jraved name. (Page 61) 


107/Circle on Readers’ Service Card 
Zip-Tape Brochure 

. a@ sample brochure showing the com- 
plete line of Zip-Tapes is available from 
The Dobeckmun Co. (Page 64) 


108/Circle on Readers’ Service Card 
New Oravisual Easel 

.. an aluminum easel, with dual purpose 
design, is described in a leaflet from Ora- 
visual Inc. (Page 37) 
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109/Circle on Readers’ Service Card 
Color Research 

- a booklet describing services in re- 
search on foreign markets is offered by 
color expert Faber Birren. (Page 89) 


110/Circle on Readers’ Service Card 
Pictorial Samplers 

. . » how old art can be used to illustrate 
the most modern campaign is shown in 
samplers of the Bettmann Archive. 


(Page 91) 


111/Circle on Readers’ Service Card 
Child Photographs 

. .. H. Armstrong Roberts makes available 
a catalog of stock photographs of infants 
and children. (Page 91) 
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122 123 124 125 126 127 128 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Hil. 


112/Circle on Readers’ Service Card 
Chicago Guidebook 
. . an exhibitor’s handbook of the Chicago 
area has been released in a new edition 
by General Exhibits & Displays Ine. 
(Page 32) 


113/Circle on Readers’ Service Card 
Giant Envelope Chart 

. . » Huxley Envelope & Paper Corp. offers 
an in-stock size chart for its giant en- 
velopes. (Page 32) 


114/Circle on Readers’ Service Card 
New Booth Background 

. a sample swatchbook of Texturama 
— a continuous tone background material 
showing photographic patterns — is avail- 
able from Customlab. (Page 32) 
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118/Circle on Réaders’ Service Card 
3-D Brochure 

- a sample brochure illustrating its new 
3-D cutaway drawings will be forwarded 
by Winchell Co (Page 51) 


116/Circle on Readers’ Service Card 
Commercially Printed Specimens 

. a sample kit showing the results of 
printed pieces produced under ordinary, 
rather than de luxe conditions, 
by Mead Papers Inc. 


is offered 
(Page 52) 


117/Circle on Readers’ Service Card 
Ektalith Method 

. Eastman Kodak describes its new 
photographic method for reproducing docu- 


118/Circle on Readers’ Service Card 

File Space Saving Folder 

. . » Acco will send a folder describing its 
space and time saving binders. (Page 52) 


119/Circle on Readers’ Service Card 

1960 Directories 

. «» B. Klein and Co. offers a folder on its 
1960 directories. (Page 81) 


120/Circle on Readers’ Service Card 
Mailing List Catalog 
. Fritz S. Hofheimer releases its 1960 
catalog of mailing lists currently available. 
(Page 81) 


121/Circle on Readers’ Service Card 
House Organ Booklet 


ments rapidly. (Page 52) . the advantages of an external publi- 
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cation, as a means of regular customer con- 
tact, are stressed in a booklet from Dexter 
Publications. (Page 81) 


122/Circle on Readers’ Service Card 
Index Stock 

. « « @ folder on James River Index is 
offered by Standard Paper Mfg. Co. 


(Page 42) 


123/Circle on Readers’ Service Card 

Slide Rule Comparator 

. . - Data on office copying machines made 

by. ten manufacturers is on comparator 

offered by Minnesota Mining & Mfg. 
(Page 42) 


124/Circle on Readers’ Service Card 
Presentation Folder 

. +. @ miniature catalog of binders, indexes 
and other products of the Heinn Co. is 
offered by the concern. (Page 42) 


128/Circle on Readers’ Service Card 
Outdoor Aluminum Frames 

. . « literature on king size poster frames 
for outdoor use is available from Arlington 
Aluminum Co. (Page 74) 


126/Circle on Readers’ Service Card 
Versalite Snap-Ons 

. @ new illuminated color sign that can 
be installed in minutes is described by 
Versalite Displays. (Page 74) 


127/Circle on Readers’ Service Card 
Let's Talk Decals 

. . » Sereen Process Printing Assn. Intl. re- 
leases a booklet for buyers and users of 
decals. (Page 74) 


128/Circle on Readers’ Service Card 
Display Finish Leaflet 

. . an illustrated leaflet on a spray finish 
for display manikins is available from 
Gatrison-Wagner Co. (Page 74) 
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COLLINS, MILLER & HUTCHINGS, Inc. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 








